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The World’s Biggest Book Shop 


is located, we are convinced, in 
the ‘‘Wednesday Book Page’’— now 
“nages”—of The Chicago Daily News 


ITH its yearly daily-average circulation—approximately 

1,200,000 daily readers—94 per cent concentrated in 
Chicago and its suburbs, The Daily News easily ranks first as 
Chicago's favorite home newspaper. And one of the most 
popular of its many popular features is its now famous 
“Wednesday Book Page” that revolutionized newspaper 
book reviewing in America by treating new books as news as 
well as giving intelligent criticism. 


Among all classes of book buyers in Chicago and its 
vicinity, the Wednesday Book Page of The Daily News has 
become an institution. W ednesday is popularly known as 


“Book Page Day.” 


With these facts in mind, it is safe to assume that “The 
World’s Biggest Book Shop” is The Daily News Book Page, 
“visited” by a large proportion of the 1,200,000 daily readers 
of The Daily News every Wednesday. 


Are your wares displayed to this multitude of buyers? 


The Chicago Daily News Book Page 


EVERY WEDNESDAY 
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Sth Reason 


WHY the INTERTYPE/S 
‘“The Better Machine’’ 





This ts the eighth of a series of practical talks on Intertype features. More will follow. Watch for them. 























THE INTERTYPE WAY 




















ANOTHER WAY 
























550 Rand-McNally Building, Chicago 
303 Glaslyn Building, Memphis 


General Offices, 807 Termi 
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Intertype Wide Tooth 
Display Matrices 


An Exclusive Intertype Feature (Patented) 
which Improves Distribution and 
Prevents Excessive Wear 


The upper combination teeth of Intertype Display 
Matrices extend beyond the center of the matrix. 
The lower teeth are not so 
wide, but are wider than here- 
tofore made. 


These wide teeth, having 
much greater bearing area 
for supporting the matrix, of- 
fer far more resistance to 
wear than the ordinary nar- 
row teeth. 





INTERTYPE 


Wide Teeth 
Because they extend beyond Stites diy Meaiien 


the middle of the matrix, the Hang Straight 
wide teeth make the matrix 

hang vertically on the tooth bars, both in the trans- 
fer and in the distributor. This prevents cramp- 
ing and the resultant wear, prevents the matrix 
from swinging on the bar, and insures a straight 
drop from the bar. 


The wide teeth also make it possible to place a 
bevel at the top of the matrix on the tooth side. 
This bevel is long and deep enough to prevent the 
matrix when dropping from the distributor bar 
from being caught by the next following matrix. 
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nal Building, Brooklyn, N. Y. 


560-A Howard Street, San Francisco 


Canadian Agents, Toronto Type Foundry Co., Ltd. 
British Branch, Intertype Limited, 15 Britannia Street, Kings Cross, London, W C 1 
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At the half-way mark for the year 


he Boston ost 


is over 600,000 lines ahead of second paper 
in Display Advertising 


With a GAIN of 330,285 lines over the same period of last year, and an increased lead over the 
second paper, the Boston Post has finished the first half of 1922 with its customary supremacy as an ad- 
vertising medium. Here are the totals of the four leading Boston newspapers in Display Advertising 
from January 1 to June 30. Classified advertising not included. 


AGATE LINES 


BOSTON POST 5,364,316 


2nd Paper ee ee ae 4,734,573 
3rd Paper oe es a 4,186,196 
4th Paper a 2,289,824 





For FOURTEEN CONSECUTIVE Years 


The Boston Post Has Led in Local Display Advertising 
The Boston Post Has Led in National Display Advertising 
The Boston Post Has Led in Total Display Advertising 











Boston Newspaper Circulations Analyzed 


Below are printed the net paid circulation averages of Boston newspapers having daily and Sunday edi- 
tions for the six months ending March 31, 1922, showing the Post’s outstanding service to its adver- 
tisers, both on week-days and Sundays, with its tremendous home-delivered circulation. 


CITY AND SUBURBAN 
CITY SUBURBAN (Combined) OUTSIDE 


TOTAL 

Morning POST 194,659 55,596 250,255 130,541 380,796 
Globe 50,837 15,458 66,295 46,674 112,969 

Herald 63,387 14,479 77,866 32,441 110,307 

Evening Globe 144,100 18,552 162,652 9,103 171,755 
Traveler 100,452 13,474 113,926 9,608 123,534 
American 129,284 34,688 163,972 79,659 243,631 

Sunday POST 152,607 84,356 236,963 164,834 401,797 
Globe 174,437 51,214 225,651 97,256 322,907 

Herald 58,553 19,022 77,575 37,135 114,710 
Advertiser 121,419 57,491 178,910 237,439 *416,349 

“Includes over 100,000 copies printed 

Wednesday and Saturday afternoon. 


The Sunday Post has no predate editions.. 


In considering the EVENING circulations it should be remembered that a very large portion is 
early editions for street sales before, and at, noon-time. There are MORE Boston Posts delivered to 


homes every day than ALL the editions of the above THREE evening papers COMBINED, going to 
press after 2 P. M. 


New York—Kelly Smith Co., Marbridge Bldg. 
Special Representatives: ) Chicago—Kelly Smith Co., Lytton Bldg. 
San Francisco—R. J. Bidwell, 742 Market St. 
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Financial Advertising 


IN 


Philadelphia || 


Philadelphia’s foremost daily newspaper — The | 
Bulletin—appreciates very highly the honor of 
printing the announcements of Stock and Bond 
offerings of Municipalities, Corporations and Finan- 
cial Institutions of high character and standing, | 
and takes special care in the printing of such 
announcements. 


sh oe tt deh: 


tee 





A copy of the seal of the 
City of Philadelphia 





Large and small investors who are seeking to 
place funds in meritorious enterprises, are reached 
in greatest number in the Philadelphia market 
| through “The Bulleétin.” 


Dominate Philadelphia 





















Create maximum impression at one cost by concen- 









ea . trating in the newspaper “nearly everybody” reads— 
Piladphia Fs The Bulletin 


The Bulletin; 


The circulation of The Philadelphia Bulletin is 


one of the largest in America. 


| 

| 

| 

| 

| 

| 

A. B. C. Report of net paid daily average circula- 
tion for six months ending March 31, 1922, 496,708 
copies a day. 


BRANCH OFFICES 


New York—Dan A. Carroll, 150 Nassau St. San Francisco—Allen Hofmann, Verree & Conklin, Inc., 
Chicago—Verree & Conklin, Inc., 28 East Jackson Blvd. 681 Market St. 


Detroit—C. L. Weaver, Verree & Conklin, Inc., London—125 Pall Mall, S. W. I. 
117 Lafayette Blvd. Paris—5 rue Lamartine (9). 





(Copyright, 1922—Bulletin Company) 
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ACHIEVING YOUTH AT THREE-SCORE AND TEN 


J. Wesley Barber, of Boston, Dean of American Advertising Agency Men, Found Good Fortune in Small- 
Pox and Advises Acquirement of Poise and Power Far From Restless Sea 


A TALL, lithe man of 74 with the 
easy stride of the lover of the open 
spaces was leading the way across rough 
and unbroken short cuts between broken 
trails in the mountains of New Hamp- 
shire. His companion was in his late 
twenties. 

The man of the fewer years—he was 
not younger in the spirit by which true 
youth is measured—did not know it, but 
the leader was taking a health and pros- 
pect inventory of him. There were times 
when the going was hard, but the stride 
of the leader did not change and five 
miles were covered before he swung down 
the mountains to the house from which 
they had started. 

“You'll do,” observed the leader, “and 

you are going to stay up here.” 
“ Some explaining was necessary, but 
the man of fewer years finally agreed. 
The leader was J. Wesley Barber, dean 
of American advertising agency men; his 
companion had come to him from the 
Veterans’ Bureau. He had been gassed 
in Belleau Wood and mornings when he 
came to the office he was tired—listless— 
and there was no fire in his eye. His 
name does not matter, but his cough is 
gone and the fire of youth is back in his 
eve and his stride and he is filling an 
important niche in another man’s Boston 
advertising agency. f 

“Tt is about the least we fellows who 
could not get across can do for those who 
made the fight,” remarked Mr. Barber 
as he talked of youth and the beauty of 
the outdoors up at the National Arts 
Club, New York, the other night. 

That’s Barber of Boston—lover 
youth and the beautiful. . 

There are many ways in which he is 
not like other advertising men, but in 
none so much as that he actually dislikes 
to talk advertising outside of business 
hours. There is something genially re- 
freshing about his personality and even 
in a stuffy room he carries with him the 
spirit of the big outdoors that has given 
him youth at 74. 

Mr. Barber was born in New Hamp- 
shire, son of a Methodist minister who 
carefully planned his early education with 
a view to college as a natural course. 
But an advertising man, George H. Row- 
ell, generally credited with being the 
founder of the present agency system, 
changed all that by the inducements he 
held out to Barber in his early youth. 

Barber was a student at the Lancaster 
Academy and outside of student hours 
an employe of the Lancaster postoffice, 
through which all Canadian mail was 
handled at that time. Rowell was a na- 
tive of Lancaster and during his frequent 
visits to the town he met and ‘was at- 
tracted to young Barber. When Barber 
finished at the academy Rowell invited 
him to join his organization in Boston: 
the father still had ambitions of seeing 
his son through college. 

The issue was clearly put—college or 
advertising ? 

Young Barber chose advertising and in 
Jane, 1866, when 18 years of age, he 
journeyed to Boston and joined the 
agency that now bears his name. Two 
years later he acquired his first interest 
in. the fism. 

It was not, however, until two years 


of 








By BEN MELLON 


after that, when he was in his twenty- 
second year that real good fortune fell 
to him—he contracted small-pox. 

It sounds queer, but he agrees. 

Prior to that time, Mr. Barber had 

been in poor health and he had some 
fears of tuberculosis. The small-pox 
seemed to clear his entire system and 
from the day of his recovery he has not 
suffered a day from illness, while prior 
to that his days of poor health were fre- 
quent. It is no wonder he prizes small- 
pox as one of his good fortunes. 
Early in life Mr. Barber made a vow 
that he would every part of the 
United States before visiting other coun- 
tries and as a result he measures his life 
and achievements by the mountains he has 
scaled and the beauty spots he has found. 
He has never traveled to see towns, in 
fact from his conversation one is im- 
pressed by the small part that he has 
permitted them to play in his life. 

His belief in advertising as one of the 
greatest creative and educational forces 
in modern life is complete. 

“When I first went out to Washington 
to camp and get acquainted with Mount 
Rainier, Tacoma and Seattle were each 
laying claim to being the metropolis of 
Puget Sound,” said Mr. Barber, in reply 
to a question dealing with the develop- 
ment of advertising in his time. ‘When 
I tell you that each had a population of 
about 8,000, you can figure just how long 
ago it has been since I made that trip. 

“Well, since I went to Boston to work 
in 1866, advertising has developed just 
as far as those two cities in the right 
of their claims. 


see 


“A great work has been accomplished 
in that period. I say accomplished be- 
cause we don’t have to sell advertising 
any more, 

“The selling job has been completed; 
our work is now entirely creative. The 
last group that we had to sell was the 
hardest—it was the bankers—and that 
was accomplished recently. 

“In New England we have more than 
sold the bankers, we have amazed them. 
Through advertising the sales of auto- 
mobiles have been increased 35 per cent 
in Massachusetts last year 
January | 


over since 
There are a great many peo- 
ple wondering where the money came 
from, but what is more important was 
the fact that advertising was able to 
bring it out.” 

In looking back through his years of 
experience, Mr. Barber says that he 
has found that advertising, in the selec- 
tion of a medium like everything else, has 
been governed by the question of supply 
ind demand. To make his point perfectly 
clear he cited the probable fact that if 
20 per cent fewer people ride on street 
cars today than rode 10 years ago, that 
represents a loss to street car advertising. 

When an effort was made to turn the 
conversation into channels that would 


lead to a discussion of the outstanding 
individual advertising successes of his 
agency—the things of which he has every 


right to be proud—he blocked it very 
neatly, politely but positively. 

And when advertising art was men- 
tioned he very neatly turned our thoughts 
into new lines by an intimate discussion 
of photography. 











“We don’t have to sell advertising 
any more. The selling job has been 
completed; our work is now entirely 
creative. The last group we had 
to sell was the hardest—it was the 
bankers—and that was accomplished 
recently.” 

—J. Wesley Barber. 








Photography is a part of his outdoor 
hobby—if the desire for the best in life 
can be called that—and a glow comes 
into his cheeks when he discusses the 
masterpieces of Jackson, of the Rio 
Grande and Curtis of the Northwest and 
American Indian fame. 

Mr. Barber is as proud of his collec- 
tion of unusual photographs as other men 
are of their great art galleries. That is 
because they are of the great scenes that 
have impressed him most. 

Another effort was made to turn Mr 
Barber’s conversation to his own adver- 
tising work. 

“No,” replied this man who has had 
mental youthfulness past the allotted 
three-score and ten years, “I will not talk 
about that, it is commonplace and it is 
past. I take greater enjoyment in con- 
templation of the future. 

“Do know 


you we Americans,” con- 
tinued Mr. Barber, “must learn more 
about playing, more about outdoor 
sports. A few years ago polo was rare 


in this country, and we now have teams 
scattered all over the country—teams the 
equal of any in the world. Today golf is 
all the rage here, but it is not enough. 
We are not getting enough out of this 
life. For instance, there is winter sports, 
a thing of which we know but little 

“There is a wonderful thrill and ex- 
hilaration to be found on the toboggan 
courses of Switzerland. In Europe they 
know much more about play than we 
do but we must extend our sport activi- 
ties and learn especially to get real joy 
out of our winters. 

“We should give our energies to the 
promotion of sports that wil’ take our 
people outdoors and at the same time 
work to preserve whatever is beautiful 
in nature and teach respect for private 
property. This is one of the most im- 
portant works to be done in America 
today.” 

Mr. Barber is doing his share in this 
as a member of the tourist and recreation 
committee of the Boston Chamber of 
Commerce and as a promoter of winter 
sports in his native state. 

To have said that Mr. Barber refused 
to discuss advertising at all is not en- 
tirely fair. What he refused to do was 
discuss it from the narrower phases of 
his own organization’s work. Even then 
we could not help but note a spirit of 
pride when he pointed out that while. his 
agency is one of the “smaller,” it has had 
for years clients who have not found it 
necessary to come to the office for con- 
sultation more than once a year. He 
cited this, however, as an example of 
the important part that the agency plays 
in the conduct of modern business. 

There is another business subject that 
is near his heart and that is the work 
of the American Association of Adver- 
tising Agencies. No important meeting 
of that organization weuld seem complete 
without Mr. Barber’s presence. If it ‘is 
an outing he is present as a time-keeper, 
referee or umpire and if it is a business 
meeting he is present as a counselor and 
worker. He expressed the opinion that 
A. A. A. A. was the greatest organiza- 
tion in the world today for good because, 
while it deals with modern_busiriess on 

(Continued on page 2 
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S. N. P. A. WILL PUNISH RULE-BREAKING MEMBERS 


Standards Will Be Drawn and Secret Grievance Committee Will Enforce Them—New Organization 
Plan Adopted—Charles I. Stewart Is President—A. G. Newmyer, Chairman of Board 


ASHE VILLE, N, C., July 12—New 
standards of conduct for news- 
paper associations were set here today by 
the Southern Newspaper Publishers As- 
sociation in amending its constitution and 
by-laws to the 
effect that mem- 
bers who break 
rules, regulations 
or the spirit of 
resolutions adopt- 
ed by the organ- 
ization, will here- 
after be subject 
to penalization in 
the form of fines, 
censure, ex pul- 
sion, or other 
punishment _ that 
may be decided 
upon by the 
grievance com- 
mittee of five 
hearings. 





members after 
It is speci ed that penalization shall be 


inflicted only for the violations of rules, 
regulations and resolutions that are 
adopted in future with the full knowledge 
that penalt is attached thereto. Such 
must: also Mss been adepted by a two- 
thirds vote of members present at the 
convention and all members will be noti- 
fied immediately by registered mail. In- 
cluded in the list of possible offenses will 
vn infractions of standards of practices 
of any kind that may be adopted by the 
association pertaining to advertiser and 
agency relations, ethics, etc. 
The action of the Southern 
is bel 


Association 
nares to be the first of its kind ever 
taken by any American newspaper body. 

The right of appeal to the annual con- 
vention is granted all punished parties. 
but in the interval between the action of 
the grievance committee and the conven- 
tion, the committee’s judgment will hold. 

The step was the outgrowth of com- 
plaints that some S, N. P. A. members 
were granting commissions direct to ad- 
vertisers, cutting rates, allowing agencies 








By JOHN F. REDMOND 
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Charles I. Stewart, of the Lex- 
— (Ky.) Leader, is the new 
S. N. P. A. president. His fellow 
publishers have learned during sev- 
eral paper crises that Stewart 
knows what he wants and usually 
knows how to get it—quick. 








to split commissions, competing unfairly, 
disregarding association policies, etc. 

\\ hile such matters were especially in 
waind, the resolution approving the amend- 
ments was adopted, with a view of apply- 
'g penalization to any by-law or resolu- 
tion violation that may be regarded as 
erious enough to warrant action. 

In connection with the penalization pro- 
vision, the committee on agency relations 
was authorized to begin immediate work 
in drawing up a standard of agency rec- 
ognition, agency practice, advertiser co- 
operation, etc., which will be fully en- 
forced as soon as adopted. This com- 
mittee will report as soon as possible. 


Complaints of misconduct against pub- 
lishers or advertising agents for viola- 
tions of standards also will be taken up 
with the grievance committee of the 
\merican Association of Advertising 


\gencies for punishment of offenders. 
This was agreed to by Collin Armstrong 


of New York, chairman of the national 
newspaper committee of the A. A. A. A 
In this connection Mr. Armstrong invited 
specific complaint to the A. A. A. A 
about its members who demand free pub- 
licity, undue co-operation, special position 
without extra compensation to the pub- 
lisher, rate cutting, etc. Several such 
complaints were made to Mr. Armstrong 


regarding members of the A. A, A. A 

Charles I. Stewart, of the Lexington 
(Ky.) Herald, was elected president of 
the S. N. P. A.; Walter C. Johnson, of 
the Chattanooga (Tenn.) News, secre 
tary-treasurer, and Arthur G. Newmyer, 
New Orleans Item, chairman of the 
board of directors. Under a plan of re- 
organization adopted at the meeting the 
election of two vice- -presidents is abol- 
ished. The chairman of the board now 
takes the place of the vice-presidents in 
discharging the duties of the president in 
his absence or disability. The following 
state directors were elected: 


\LrABAMA—F. Harvey Miller, Mont- 
gomery Journal; 

ARKANSAS—Elmer FE. Clark, Little 
Rock Democrat; 

Froripa—W. A. Elliott, Jacksonville 


Times-Union ; 
Grorcia—Clark 
Howell, Jr., At 


lanta Constitu- 
tion; 
KENTUCKY 


W. W. Stouffer, 
Louisville Post: 
LouISIANA 
Arthur G. New- 
myer, New Or- 
lean Item; 
MISSISSIPP! 
T. M. ° Hender- 
son, Jackson 
Clarion-Ledger : 
NortH Caro- 
LINA — Josephus 
Daniels, Jr., Raleigh News and Observer; 
OKLAHOMA—E:. K. Gavlord, Oklahoma 
City Oklahomian and Times; 





WwW. CG. 


Secretary-Treasurer 


JOHNSON 


SoutH Carotina—R. C. _ Siegling, 
Charleston News and Courier; 
TENNESSEE—Mrs. W. W. Barksdale, 


Clarksville Leaf Chronicle; 


Texas—Roy G. Watson, Houston 


Post; 
VIRGINIA \llan Potts, Richmond 
News and Leader, 











SOUTHERN NEWSPAPER PUBLISHERS’ ASSOCIATION MEMBERS AND VISIT 
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The adopted plan of reorganization was 
presented by Arthur G. Newmyer, asso- 
ciate publisher of the New Orleans Item, 
for the stated purpose of “putting more 
life into the association.” 

The election by-law amendments change 
the long-standing practice of the associa- 
tion of rotating the vice-presidents to the 
office of president and, as stated by Harry 

Adler, who proposed the motion, allow 
any member to be rewarded by election 

o the presidency strictly on the basis of 
work performed without waiting for of- 
icials to move on ahead of him. Nomi- 
nations, under the changes, will continue 
to be made by the nominating committe: 
and any, other nominations may be mad: 
from the floor. 

Mr. Newmyer’s plan of reorganization 
is presented in chart form herewith. It 
provides primarily for state representa- 
tion on each major subject committee, by 
sub-chairmen, who will be men_ best 
versed in the subject to be handled. Busi- 
ness matters will be handled by business 

‘fice men, editorial matters by editorial 
men, advertising matters by advertising 
men, labor matters by men best qualified 
in labor, etc. The chart shows, for ex 
ample, five committees for five major sub- 
jects, but the plan allows for the addi 
tion of any others desired at any time or 
limit if deemed necessary 

Mr. Newmyer, in explanation of 
plan, said: 


“During the peak perod of high-pressure 
iblishing, when ‘can we print it?’ was mere 
a problem than ‘can we get it?’-in those 
gone days of easy business—newspaper 


rations, including association dues and as 
sessments among other things, were allowed to 


get upon a somewhat extravagant plane It 
was repetition of the old habit ‘easy comes 
ind easy eves."—Things are different today. 


“It therefore seems apparent that if this 
association is to function to its fullest future 
possibilities that each state-unit must be de 
veloped in detail; closely co-ordinated with 
similar activities in its neighboring states, and 
thus a truly representative and active sectional 
accomplishment achieved. 

“Under this plan the ptesident of the as 
sociation would be charged with the responsi 
bility of peopl ng, ‘pepping’’ and generally 
‘putting over’ the annual program of the as 
sociation through 


ey 


| A general chairman in charge of news 
ind legislative matters , 

. A general chairman in charge of busi 
ness office, labor and advertising matters. 


“3. A secretary-treasurer in charge of the 


usual routine relating to that cffice, and 
“4 \ board of directors, composed of one 


Editor & Publisher for July 15, 1922 a2 








NEWMYER PLAN BY WHICH S. N. P. A. WILL BE REORGANIZED 
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returned to members. President Stewart 
will also concentrate attention on creat- 
ing advertising among southern indus- 
tries so they will sell their products in 
the south before going into other terri- 
tory. 

The salary of Walter C. Johnson as 
secretary-treasurer was increased to $2,- 
500 by the board. 

Other resolutions were adopted as fol- 
lows: 

Pledging support to the American Pub- 
lishers’ conference and any other pub- 
lishers’ associations working to obtain 
passage of the Kelly Bill (providing for 
the reduction of second class postal rates 
on the basis of 1919-20), which is to 
come up for action in Congress by De- 
cember 1. 

Reaffirming the determination, expressed 
at the 1921 convention, to help re-establish 
the Lee School of Journalism at Wash- 
ington & Lee University. A_ special 
committee will be appointed to devise 
ways and means of accomplishing the 
work. Members were urged to start 
campaigns for public subscriptions in be- 
half of the Lee Memorial and head such 
funds themselves. ey. 

Approving the publishers’ commission 
system of advertising agency remunera- 
tion ; 

Opposing paying commissions direct to 
advertisers and the splitting of commis- 
sions by agencies with advertiser clients. 

Opposing guarantees of circulation, un- 
less provision is made for additional 
charges should the circulation run higher 
than that specified; circulation guarantees 
were declared unsound and a thing that 
should not be made a part of any adver- 
tising contract. 

labor committee will be appointed 
consisting of a representative of each 
state in the association, who will keep 
the members advised at all times, through 
the secretary, of local labor conditions. 
It was also provided that authority be 
given the labor committee to put into ef- 
fect the welfare fund approved by the 
1921 convention, and also appoint special 
field secretaries, should such action be- 
come necessary. 

The labor committee also disapproved 
of establishing any relations between, A. 
N. P. A.-S. N. P. A. printing school at 
Macon and the International Typographi- 
cal Union. 

It was also voted to tax each member 
of the S. N. P. A. $1 per machine per 
year to help support the Macon printing 
school, which will also have similar aid 
from the A. N. P. A., beginning Janu- 
ary 1, 1923. This will provide a perma- 
nent fund of approximately $9,000 for 
the conduct of the school, which was re- 
ported by the committee in charge to be 
operating satisfactorily. } 

Aside from the reorganization and 
penalization actions taken by the conven- 
tion, the matter of obtaining a reduction 
in second class postal rates received most 
attention. : 

The subject was introduced by Frederic 
W. Hume, of New York, executive sec- 
retary of the National Publishers’ Asso- 
ciation and representing the American 
publishers’ conference. 

Mr. Hume resumed postal developments 
during the past year, with special refer- 
ence to the part played by publishers in 
getting rate reduction before Congress, 
and continued : 

“J must reiterate that the Post Office De- 
partment does not and never has known, and 
never will know, if its present methods are 
continued, what any class of mail costs, Dur- 
ing the last campaign we heard the slogan, 
*More of business in Government and less of 
Government in business,’ but so far as the 
Post Office routine on cost account or alloca- 
tion is concerned, it is hopeless under present 
cogilitions, with one shining exception, right 
here in the South. I speak of a postmaster 
at Nashville, Tenn., Mr. McCabe, who is run- 
ning the post office like a real business and 
making a business appeal. Unfortunately, he 
does not make the rates. 

“During the recent effort in behalf of the 
Kelly Bill, in a discussion concerning second 
class mail matter, when it was shown that by 
private means the larger shipments could be 
made more cheaply than by the Government 
(which, by the way, enjoys the lowest trans- 
portation rates given any carrier), a certain 
Congressman states, ‘Well, let it go, out of 
the mails and we won’t lose so much,’ losing 
sight entirely of the fundamental principles of 
Government service for which the Post Office 

ent -was created. 

“Does the Air mail pay for itself? or a 
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letter to Point Barrow, Alaska, which is car- 
ried for a two-cent stamp and costs $6.80?’ 
was asked. 

“This, as I see it, reflects a condition of 
chaos and lack of co-ordination in the concep- 


tion of proper proportion to the volume of 
weight and service rendered to each class of 
mail. 

“Hence you will see where the press of the 
country must stir itself to the responsibility 


of future education of the representatives of 
the districts which it covers and to analyze 
more closely the fitness of the candidates for 
Congressional office if we are to expect relief 
on measures which affect the future of the 
press.” 

Mr. Hume’s contentions were supported 
by Congressman Upshaw of Georgia, who 
chanced to be sitting in at the meeting. 
Mr. Upshaw followed Mr. Hume with a 
short address in which he pledged his 
support to the Kelly Bill and said he 
would endeavor to bring all his colleagues 
into line to vote for it. 

As the result of Mr. Hume’s talk, the 
S. N, P. A. requested the American pub- 
lishers’ conference to send a representa- 
tive to all southern state press associa- 
tions to explain the postal situation. Mr. 
Hume was asked to attend immediately 
the Georgia, Tennessee and Florida Press 
Association meetings and tell the mem- 
bers of the conditions publishers are fac- 
ing, involving their paying this year $33,- 

000 more in postal charges than they 
paid in 1917. While all other war reve- 
nue measures affecting other industries 
have been amended or revoked entirely. 

An appeal to equalize local and na- 
tional advertising rates was made by Col- 
lin Armstrong, chairman of the national 
newspaper committee of the A, A. A. A., 
who said that while two rates exist, the 
duty of the advertising agent is to obtain 
the lowest one for his client, the adver- 
tiser. He read letters from the Lewiston 
(Me.) Journal, and the Indianapolis 
News to the effect that they had profited 
materially by adopting a equal rate pol- 
icy. The Lewiston paper has equalized 
the rates on all kinds of advertising and 
the Indianapolis News has done so on 
automobiles. 

All Hearst newspapers and all the Bos- 
ton papers, except the Boston Telegram, 
have just established policies of hereafter 
accepting business direct from advertisers 
only at gross rates. He urged, too, that 
publishers insist on the use by advertis- 
ing agencies of the so-called standard or- 
der blank, as the best protection for them- 
selves, as well as the agency. 

The traffic committee of the association 
urged all members to answer immediately 
a questionnaire just being sent out on 
newsprint tonnage, rates, etc., which is 
to be presented at Interstate Commerce 
Commission hearings on freight rates 
soon to be held in Atlanta. 

In the discussion of the value of radio’ 
broadcasting to newspapers, W. A. EIl- 
liott, of the Jacksonville Times-Union, 
said he had found no direct benefits from 
his plant, but that he believed it was a 
good means of keeping the name of the 
morning paper impressed on the mind of 
the public during the hours it is off the 
street. 

Reporting for the newsprint commit- 
tee, Chairman Charles I. Stewart, of the 
Lexington (Ky.) Herald, said, that gen- 
erally speaking, the newsprint situation 
when considered in connection with the 
other costs of newspaper publication, is 
such as should discourage reductions in 
advertising or subscription rates and 
make publishers more careful in the con- 
sumption of newsprint. 

Mr. Stewart pointed to the records 
showing that the newspapers’ consumption 
of paper is exceeding the production, as 
being the biggest factor in preventing the 
lowering of price of newsprint to three 
cents, as had been widely expected the 
latter part of this year or in 1923. 

It will not require a great increase in 
the present rate of consumption without 
a great increase in production, said Mr. 
Stewart, to eliminate the surplus paper 
and bring about a material chapge in the 
newsprint situation. The publishers can- 
not pursue indefinitely a lavish policy of 
newsprint consumption and retain their 
present command of the situation, par- 
ticularly if a tariff bill should be enacted 
that would prevent further importations 
of Furopean paper. 

Already this condition has brought 
about a stiffening of the spot market. 


But little spot paper is being offered. 
The price has advanced 25 per cent, and 
for the first time in several months the 
spot price is above the contract price. 
While the situation is one that calls for 
caution, there is no occasion for alarm. 
Production under anything like normal 
conditions exceeds consumption in June, 
July and August. Any considerable de- 
mand for spot paper at 3.75 mill would 
undoudtedly further stimulate production. 

There is abundant mill capacity and 
ample material to produce all the paper 
this country can reasonably consume, and 
a runaway market would entirely be the 
fault of ie publishers themselves. 

The association went on record as en- 
dorsing and approving the work of its 
1921-22 legislative committee and directed 
the incoming board of directors to raise 
a fund of $5,000 from the membership 
to pay the expenses of the committee for 
next year. The committee last year op- 
posed all sorts of legislation inimical to 
the interests of newspapers, including 
tariff measures, taxation proposals and 
censorship attempts, and was of the opin- 
ion that the southern association must 
have premanent representation, in Wash- 
ington properly to protect its members. 
The $5,000 fund will be used for this pur- 
pose. 

In this report as chafrman of the cost 
finding committee, W. B.: Swindell of the 
Greenville (S. C.) Piedmont, said his in- 
vestigations have disclosed a woeful lack 
of accounting and cost-finding methods 
among southern newspapers. 

He offered to undertake for the entire 
association the installation of a system 
as indicating the need for such a step. 

Mr. Swindell presented an anlysis of 
the costs'of production per -page of eigh- 
teen daily papers represented in the S. N. 
P. A. which varied 153 per cent between 


the highest and the lowest. The page 
figures, as follows: 
% of 
Department Lowest Highest Varia- 
tion 
ee ee tor $0.87 $8.35 860 
Advertising .......... 1.08 4.27 295 
CRIs cicodcs ance 1.69 5.87 248 
CEE ae wee ecks 5.90 12.30 108 
eee. 2.00 8.06 303 
Press and stereotyping 1.28 6.09 368 
CSE 5955 abn baiesee 15.66 57.55 266 
Total per page........ 35.91 90.85 153 


Mr. Swindell said the only sound meth- 
ods of finding the cost of production is 
to know the cost of each copy, of a news- 
paper that is issued, 

Taxation problems were discussed for 
the benefit of the members by Edmund 
Walker of New York. He recommended 
that the southern association adopt a 
standard form of accounting. 

A request to members of the southern 
association to prevent the further use 
by the Royal Baking Powder Company 
of copy, which he alleged reflects on the 
quality of the product of the Calumet 
Baking Powder Company, was made by 
Harry Sehl, of Chicago, who handles the 
Calumet account. 

The association declined to take any 
action, on the ground that it was a mat- 
ter with which the individual members 
would have to deal. 

Four new members were elected—the 
Alexandria (Va.) Gazette, Huntsville 
(Ala.) Telegram, Johnson City (Tenn.) 
Chronicle and the Statesville Daily. 

Three women publishers attended the 
convention—Mrs. E. Susong, pub- 
lisher of the Greenville (Tenn.) Sun; 
Mrs. W. W. Barksdale, publisher of the 
Clarksville (Tenn.) Leaf-Chronicle: and 
Miss Beatrice Cobb, secretary of the 
North Carolina Press Association. 

President Harding sent E. Munsey 
Slack, chairman of the program commit- 
tee, a telegram expressing his regret at 
being unable to accept an invitation to 
attend the convention. 

Frederick I. Thompson, publisher of 
the Mobile (Ala.) Register-Item and a 
member of the U. S. Shipping Board. ex- 
plained to the members the details of the 
Ship Subsidy Bill, 

Resolutions were adopted in memorv of 
eleven members who died since the 1971 
meeting. They were: E. W. Barrett, 
Henry Watterson, Tams Bixhyv. J. G. 
Cashman, M. W. Connelly. Rorer A. 
Jares. A. C. Tentins C. R. Morrow, R. 
A. Mullens, W. B. Sucfivan and R. H. 
Yancey. 

Members will be invited to join with 





the executive board in a meeting to be 
held in New Orleans in January. This 
plan, it is believed, will give the members 
a chance to gather twice each year in 
different sections of the south and work 
out plans for the progress of the associa- 
tion. 

A final resolution adopted by the con- 
vention complimented the Asheville news- 
papers for their co-operation in making 
the meeting a success and for their ac- 
curate convention news stories. F. L. 
Seely, owner of Grove Park Inn, was 
thanked for his hospitality and conven- 
tion arrangements. 

The 1923 meeting place was not decided 
upon. 





MORE ADS FOR DIXIE DAILIES 





Southern Agents Report Big Business— 
Massengale is Chairman 
(By Telegraph to Evitor & PuBLISHER) 

AsHEVILLE, N. C., July 11.—Steadily 
increasing volume of advertising for 
Southern newspapers was reported by 
members of the Southern Council of 
the American Association of Advertising 
Agencies at their annual meeting held 
here Monday and Tuesday. The in 
crease is represented in a large number 
of newly developed accounts and in the 
resurrection of many old advertisers. 
Reports indicated a larger amount of ad- 
vertising for Southern publications in the 
near future than ever has come into this 
section of the country. 

W. R. Massengale of Atlanta, was 
elected chairman of the Southern Coun- 
cil. Landry of the Chambers 
Agency, New Orleans, was chosen vice- 
chairman, and John Cecil of Cecil Bar- 
reto & Cecil, Richmond, Va., secretary- 
treasurer. 

A loving cup was presented to Henry 
Lee Staples of Richmond, retiring chair- 
man, in appreciation of his services 
during the past year. 

Steps were taken to better the stand- 
ard of agency service to advertisers and 
publishers, also to increase the efficiency 
of the service and reduce where possible 
the cost of operation through closer su- 
pervision of work by heads of depart- 
ments. 

Collin Armstrong of New York, was 
a guest of the council and reported on 
the work of the National Newspaper 
Committee of the A. A. A. A., of which 
he is chairman. 





A. P. MEMBERS TALK WIRES 





Southern Division at Asheville Visited 
by General Manager Martin 

(By Telegraph to Epitor -& PupttsHer) 

AsHEvILLE, N. C., July 12—Members 
of the Southern Division of the Associ- 
ated Press, attending the Southern News- 
paper Publishers’ Association convention 
here, held a special executive business 
meeting Tuesday afternoon. 

The principal matter considered was 
the working of the double-track day wire 
service, which has recently been put into 
operation in the south. Members related 
their experiences with it and made sug- 
gestions for improvement and for types 
of news that might be carried on it. 
General Manager Frederick Roy Martin 
came south especially for the conference. 

Informal talks were made by Mr. Mar- 
tin, Superintendent McCall of the South- 
ern Division, who has his headquarters 
in Atlanta, and Harry C. Adler of the 
Chattanooga Times, president of the di- 
vision. No formal action of any kind 
was taken. The annual meeting and elec- 
tion of officers will be held in April. 





Hosts at Asheville 


AsuHeviL_e, N. C., July 12.—Two very 
enjoyable social features of the Southern 
Newspaper Publishers convention week 
were receptions tendered President EI- 
liott and his associate officers and a num- 
ber of invited guests by Charles A. Webb. 
publisher of the Asheville Citizen, Mon- 
day evening, and by Rov G. Watson, pub- 
lisher of the Houston (Tex.) Post, Tues- 
day noon. Mr. Webb entertained at a 


dinner and Mr. Watson at a luncheon 
at the summer home of his mother, ad- 
jéiming Grove Park Inn. 
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THEY ARE ALL IN THE DAY’S NEWS 
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Wide World Photo. 


For a great many years the London Morning 
Post, good old spokesman of Toryism, has 
been getting the “goats” of the Liberal ele- 
ment in England, and at this late date we 
learn that Lady Bathhurst, the owner and 
incidentally the only woman who holds that 
distinction in the English newspaper world, 
makes goats her hobby. Raising goats with 
a pedigree is her particular fad 





Spactins of goat getters, look below. Bugs 
Baer has some reputation along that line him- 
self. One of the funniest things about this 
picture is not the fact that it is Bugs Baer, 
but that Bugs is really good at hand-ball and 
is not adverse to entering championship 


contests. 
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Wide World Photo. 


There are some men whom you just naturally 
call a journalist. Now there is Sisley Hud- 
dleston. He is one of the best known re- 
porters in Europe and is now the Paris cor- 
respondent of the London Times. He was 
formerly with the Daily Mail. He is the suc- 
cessor on the Times of de Blowitz. 
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Photo by Keystone. 





Well, it won’t be long until things are back to normal. The fact that so many of our 
prominent editors and publishers have been abroad for the last few months has no doubt 
been partly responsible for the unsettled conditicns in this country, but now they are Photo by Internationa 
homeward bound. Joseph Pulitzer, Jr., of the St. Louis Post-Dispatch and Mrs. Pulitzer 

arrived this week on the Olympic and others are coming in on every boat. 











When some men start out for a record they don’t seem to know when to stop. Now 
look carefully at the three below. They are responsible for that $3.00 a word contract 
for the ex-Kaiser’s Memoirs. Left to right we have, Cyril pom, Berlin correspondent 
of the New York Times; Clinton T. Brainard, president of the McClure Newspaper Syn- 
dicate and Thomas R. Ybarra, critic and qpuniainae? of the Memoirs. 


Holding a confidential position with the Presi- 
dential nominee has its advantages in other 
ways than fine words and pretty bouquets. 
Take the case of Fred Starek, former Wash- 
ington newspaper correspondent whom Presi- 
dent Harding has appointed Director of the 
War Finance Corporation. It is well to re- 
mark in passing that he also claims Ohio as 
his native state. 








Photo by P. & A, 








10 


Editor & Publisher for July 15, 


SELLING HAIR NETS BY THE CARLOAD 
LOT TO NEW ENGLAND 





Largest Copy Ever Used to Sell a Ten-Cent Article in a Local 
Market—Puts Over Campaign in Six Weeks 
With Sales of $200,000 





By HAMMOND EDWARD FRANKLIN 


EpiroriaL Note—This is the first of a 
FRANKLIN on important phases of creating 


series of articles by HAMMOND EDWARD 
sales through newspaper advertising, based on 


studies of methods and results of current successful local sectional and, national users of 


newspaper advertising. 


tions and comments are invited 
Look for it. 


N ORE than three full pages for 

a single product used in one 
issue of a Boston daily newspaper per- 
formed a star role in making possible the 
selling of $200,000 worth of Gainsbor- 
ough Hair Nets in New England in six 
weeks. This is believed to be the largest 
amount of space used in a single issue of 
a newspaper for a ten-cent nationally dis- 
tributed produci. Behind it there is a 
story of newspaper merchandising which 
has lessons which can be applied by 
every mewspaper published in the 
country. 

The Western Company of Chicago, 
Ill., desired to enter the New England 
field, which they purposely had left until 
almost the last in their campaigning to 
obtain country-wide distribution because 
it was felt it would be hard territory to 
break into. Other hair net manufac- 
turers had been active. They had ob- 
tained a good volume of sales, had 
excellent distribution and had done con- 
siderable advertising. 

The Chicago concern manufactures a 
single-strand net of human hair, processed 
for strength and invisibility. It sells for 
10 cents, slightly under some of its com- 
petitors. However, many department 
and other stores had their own private 
brands which they preferred to push. 

A representative of the company came 
East and went into a council of war 
with the head of the sales aid department 
of the Boston Post. “I'll give you peo- 
ple $10,000 to use for advertising and 
put it up to you to make Gainsborough 
register,” was the upshot of the round 
table get-together. This was on Feb. 18. 

The newspaper copy was furnished by 
the company’s advertising agency, but 
the final say as to how much, how and 
when it should be used was left with the 
paper’s sales aid department. With its 
advertising plans laid out, this depart- 
ment brought a Gainsborough repre- 
sentative together with the large Boston 
jobbing house, Brown-Durrell Company, 
which covers the New England notions 
trade, and with the Eastern Drug Com- 
pany, which has a force of jobbers’ 
salesmen who comb the drug trade. 

Both of these jobbers, incidentally, had 
their own private hair net brands, but 
both, with the advertising as a valuable 
lever, decided to take on the New Eng- 
land representation on an exclusive basis 
to their particular trades, letting their 
own private brands go as side issues. In 
fact, a little later the drug jobber gave 
up the sale of its private brand hair net 
arid concentrated on the advertised 
Gainsborough. 

The Western Company hired no ex- 
pensive crew of specialty salesmen, it 
was not forced to take good men of its 
own out of other territories, where they 
were needed, to open up new territory or 
to do, in fact, any cultivating of the trade 
itself. A portfolio was prepared, show- 
ing the large, vigorous campaign to come. 
The jobbers’ salesmen went out and the 
orders began to come—this also at a time 
when business was alleged to be “quiet.” 

The Western Company had but one 
contact man in the territory during most 
of the time. His principal work was to 
stimulate the jobbers’ sales forces 
through sales meetings and to assist in 
other ways. 

Within six weeks from the first coun- 
cil of war in the Boston newspaper office, 
14,000 gross of hair nets had been sold— 
considered an exceptional showing, in- 
deed, 

The sales aid department of the news- 
paper co-operated by sending full details 
about the campaign, the large copy to be 


Readers of Epvitor & PUBLISHER who know of the facts behind note- 
worthy efforts are invited to send them to Mr Franklin, care of Evitor & PUBLISHER. 
The next article of the 


Sugges- 
series will appear in an early issue. 


used, and so on in the form of a smash- 
ing broadside which went to all prospec- 
tive dealers through New England ahead 
of the salesmen. 

To excite curiosity and get across the 


Gainsborough name, “teaser copy’ ’ signed 
by one “Miss Gainsborough” was pub- 
lished ahead of the big-gun copy. It had 


originally been planned to have the first 
large piece of copy two pages, but so 
many dealers had been secured by April 
5, when it was to be released, that it 
was necessary to use three full pages, 
with a quarter page run-over, in addition 
to several teasers, 

When this giant triple truck appeared, 
it contained the names and addresses of 
more than 1,500 dealers in Boston and 
throughout New England, including a 
group of Boston department stores. The 
slogan, “The net of the life-like lustre,” 
and the price, 10 cents, were featured 
strongly, together with a guarantee. 
Four-color display racks, cards and 
panels were supplied dealers without 
charge. 

In connection with the New England 
introduction, an effort was made to ob- 
tain a start order of at least five gross 
where possible. The dealer was encour- 
aged to sign a special contract which at 
the end of the year would bring him a 
check for advertising co-operation, ac- 
cording to the amount of his initial order 
and of his advertising co-operation dur- 
ing the year. This hit home close to his 
self-interest and gave him an extra in- 
centive to tie up completely with the 
newspaper advertising. 

Another feature which stirred the in- 
terest of newspaper readers early in the 
campaign was the conducting of an ad- 
writing contest. This was open to all 
women and girls, who were invited to 
try their hands at writing advertising 
copy for the net. It was made clear that 
fancy layouts were not wanted so much 
as ideas. The newspaper had printed 
special attractive window display cards 
about the contest, mentioning the paper, 
and these were put up in many windows. 
The colleges also were given an oppor- 
tunity to have their girl students enter 
into the contest. Prizes of cash and hair 
nets were offered. 

The judges of this contest were mem- 








WRITE 
AN “AD” 


insborough 


ON THE Goue HAIR NET 
Tha Nat of the Lift ibe tre 
WHO hasn't wanted to write an advertisement 
that will sell goods? Well, here's your 
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bers of the Advertising Women’s Club 
of Boston, so that the sales aid depart- 
ment had the benefit of both the feminine 
point of view and expert advertising 
knowledge in making the awards. 

Regular, straight “out-and-out” copy 
followed persistently, sometimes on page 
one and sometimes inside. Later another 
large spread extending over several 
pages attracted attention. 

“We have found in New England that 
the dealer likes to see his name in print,” 
the manager of the sales aid department 
told the Epiror &.PUBLISHER representa- 
tive. “There seems to be nothing quite 
so effective to get him interested in a 
new product as to let him know his 
name is to appear in large newspaper ad- 
vertising. We have proven this time and 





present, but they approximate 2,000 an: 
are daily increasing. 

“When newspapers were equipped to 
conduct surveys and preliminary inves- 
tigations, we found their work narticu- 
larly valuable in determining the possi- 
bilities of their respective markets, This 
has been especially true in reference to 
the Boston Post and the New York 
Evening Journal. In the latter case, the 
co-operation of C. H. Bradner has been 
a tremendous factor toward success in 
the New York market. In fact, both our 
New York and Boston campaigns were 
planned under the guidance of Messrs 
Bradner of the New York Evening Jour- 
nal and Marchant of the Boston Post, 
respectively.” 

For 1922, the advertising appropriation 
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Here we have an example of the double-page spreads used by the Gainsborough Hair 
Nets in their Boston campaign 


time again. Advertisers in this territory 
go further in obtaining distribution for 
an unknown product by starting with a 
complete list of all dealers stocking it 
and then backing this by aggressive 
further advertising than in any other 
way.” 

There is clearly a certain crowd psy- 
chology in doing this. When one dealer 
sees that most of the other leading deal- 
ers all through the territory are getting 
behind the product, he feels that it will 
be both safe and advisable to do so. Of 
course, the newspaper and the manufac- 
turer both have an ethical responsibility 
to see to it that the advertising which 
appears is both adequate in volume and 
of the kind to move the goods, and that 
the merchandise is salable, or there 
would be a kick-back which would hurt 
both manufacturer and newspaper. 

The result of practical co-operation 
between the Western Company, the two 
Boston jobbers and the Boston Post re- 
sulted in the sale of over $200,000 worth 
of Gainsborough hair nets in six weeks— 
something around four carloads. This 
is aside from the repeat orders which 
have come in later in the campaign: 

“The method of distribution used in 
New England has been adopted by our 
company nationally,” M. J. Harford, ad- 
vertising manager of the Western Com- 
pany, said. “That territory, whil- our 
newest distributing center, now stands 
fifth on a pro rata basis. This remark- 
able showing is due entirely to the ability 
of our distributors’ organization individ- 
ually and collectively to operate as a 
unit for complete success. 

“The co-operation of the New England 
jobbers has been due largely to the fine 
work of Mr. Marchant of the Boston 
Post, assisted by Messrs. Tabor and 
Woodman in interesting the distributors 
in our plan, our product and our adver- 
tising. This was supplemented by the ex- 
cellent work of our own _ representa- 
tive, R. G. Pankow, who through 
close contact, secured thorough co-ordi- 
nation of newspaper and_ distributor 
merchandising activities. Behind this 
splendid co-operative effort were T. C. 
Donovan of Brown Durrell Company 


and C. H. Perry of the Eastern Drug 
Company, whose progressive leadership 
of their sales organizations has been 


largely responsible for our success in that 
market. 

“Definite details of the number of 
dealers opened up are not available at 


for Gainsborough Hair Nets exceeds 
$500,000. The first sale of the product 
was made in October, 1920, in Chicago. 
The company also —= Gainsbor- 
ough Powder Puffs, West’s Tooth 
Brush (which is eile advertised) 
and Hank-O-Chiefs, a line of conveni- 
enced items sold through drug and notion 
stores and the larger department stores. 
“Our initial campaigns are not a defi- 
nite indication of our permanent busi- 
ness and market conditions,” Mr. Har- 
ford said. “However, where successfully 
established, as in New England, we have 
found them of a substantial nature and 
indicating continual steady growth.” 





ADS FOR MICHIGAN CHURCHES 


News and Paid Copy Planned by New 
Episcopal Committee 


Hugh Van de Walker of Ypsilanti, 
Mich., has been appointed by Bishop 
Williams of Detroit general chairman 
of a Michigan Committee on Church 
Publicity. Mr. Van de Walker says: “If 
religion is to be made as interesting as 
it ought to be it must speak the language 
of the people. If church publicity is to 
be worth anything it must be written so 
that it will be read by everyone.” 

It is expected that the formation of 
the committee will result in a large 
amount of paid advertising by the 
churches in newspapers. The aims of the 
committee will also be to give the papers 
all the news that is news and to boil it 
down sufficiently to get it published, ac- 
cording to members of the parish pub- 
licity section. 

They will also train a corps of cor- 
respondents for the Michigan Church- 
man, one correspondent for each parish. 





Soo Will Advertise 


Advertising in the larger daily news- 
papers of the state and surrounding ter- 
ritory will be used by the Civic & Com- 
mercial Association, Sault Ste. Marie, 
Mich., to put the Soo and Chippewa 
county “on the map.” The amount to 


be spent on space has not been an- 
nounced. 





Sunday Magazine in Tulsa World 


The Tulsa (Okla.) Daily World has 
inaugurated a special eight-page maga- 
zine in connection with its Sunday issue. 
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ARBITRATION BOARD 
DECIDES SIX CASES 


Deadlocked on Six Others—Everett 
Case Tied Again—Resetting Held 
Arbitrable in Syracuse 
Dispute 


INDIANAPOLIS, July 10.—Decisions were 
reached in six of the twelve disputes be- 
fore the recent meeting of the Interna- 
tional Arbitration Board of the American 
Newspaper Publishers’ Association and 
International Typographical Union here. 
The cases before the board were: AI- 
bany, N. Y. (mailers) ; Chattanooga, Chi- 
cago, Everett, Wash.; Lansing, Mich.; 
Milwaukee, Wis.; Savannah, Ga.; Seattle 
(one mailers and one typographical), 
Syracuse, N. Y.; Topeka, Kan.; and 
Worcester, Mass. 


The Albany case, involving application 
of the award in the typographical scale 
case to the mailers’ agreement, was dead- 
locked. 

The Chattanooga case was also dead- 
locked. It involves a claim by the union 
that men employed a seventh day or night 
shall receive price and a half. 


The Everett case, which has been noted 


in Eprror & PusBLIsHER from time to 
time during the past year, was again 
deadlocked. 


Appeal of the Lansing union was sus- 
tained by the board. The union appealed 
from a local arbitration award with re- 
spect to hours only, providing rates of 
$45 and $43 for night and day operators 
and $43 and $41 for night and day floor- 
men, and increasing hours from 45 to 48 
a week. Wages are unchanged from the 
previous scale. The union protested the 
increase in hours. 

The Chicago case involved a difference 
with respect to the right of the Evening 
Post to change its dress from 6-point to 
7-point and pay on the 7-point case, The 
I. T. U. executive council refused to 
consider the case before the International 
Arbitration Board, claiming that it should 
have been presented first to the joint 
standing committee provided in the local 
agreement. The A. N. P. A. committee 
took the contrary position and the case 
was deadlocked. 

The board deadlocked on the Milwau- 
kee case, which is an appeal by the pub- 
lishers from a local arbitration award 
which continued the same scale paid pre- 
viously, $50 for night work and $45 for 
day work. 

The board dismissed the Savannah case, 
which is an appeal by the union from a 
local award as it affected the morning 
paper, as the term covered by the local 
award expired May 1, 1922, and negotia- 
tions for a new contract are now in 
progress. 

Instructions were given by the board 
as to procedure under the International 
Arbitration Agreement in a dispute be- 
tween the Seattle publishers and the 
typographical union. 

Protest by the Seattle mailers against 
reduction by a local award of their scale 
from $42 to $37.50 was considered by 
the board, which fixed the scale at $39 
a week, day and night. The new con- 
tract is from October 1, 1921, to October 
1, 1923. 

Decision in the Syracuse case upheld 
previous rulings by the president of the 
I. T. U. and the chairman of the A. N. 
P. A. special standing committee that de- 
mands for the resetting of foreign ad- 
vertising was arbitrable. The executive 
council of the I, T. U., to which the local 
union appealed, held that it had no juris- 
diction and that the matter should be re- 
ferred to the International Arbitration 
Board. The parties were directed to pro- 
ceed immediately to a settlement of the 
matters at issue in accordance with the 
International Arbitration Agreement and 
the previous decisions on the disputed 
point. 

While the Topeka dispute was dead- 
locked in the board, it is understood that 
the local parties have practically reached 
an agreement, the terms of which are 
not yet announced. In the case before 
the board, the union had appealed from 
a local award which reduced wages $4 
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a week from the previous scale of $43 
night and $40 day. 

Negotiation of a new contract between 
the parties at dispute in Worcester caused 
dismissal by the board of the appeal of 
the local union from a local award a 
year ago. The new contract provides 
the same wages from which the union 
appealed, $42.50 nights, and $39.50 days. 





TORONTO WAGES INCREASED 





Printers and Pressmen Get $3 Raise as 
New Contracts Are Signed 


A new wage agreement between To- 
ronto daily newspapers and the Interna- 
tional Typographical Union has _ been 
concluded and became effective July 
This supercedes the agreement made five 
years ago. The latter provided a scale 
of $28.50 for night work and $26.50 for 
day work for first two years and $29.50 
for night work and $27.50 for day work 
for balance of period. Bonuses subse-- 
quently granted brought rate up to $40.50 
and $38.00 respectively, this on basis of 
48-hour week for day work and 45-hour 
week for night work. New agreement 
gives both increase in wages and de- 
crease in hours. Night scale is $43.50 
for 45-hour week and day scale $41 for 
4614-hour week. The latter is subject 
to reduction to 45 hours every second 
week, in order to give a fortnightly half 
holiday. Agreement runs from July 1, 
1922, to March 31, 1925. 

A new agreement with the Pressmen’s 
Union has also been concluded. This re- 
news the old agreement made 5 years 
ago, except for wage scale, which is 
raised $3 over the immediately preceding 


scale of $37 for day work and $37.50 for 
night work, The old agreement gave 
$24 for first year, $25 for second and 


third years and $26 for fourth and fifth 
years for both day and night work, but 
two bonuses, subsequently given, raised 
the rate to $37 and $37.50. 


WAGE CUTS IN CALGARY 


Printers, Pressmen and Stereotypers 


Contract for Next Year 


New sc ale arrangements, providing re- 
ductions in wages, have been made be- 
tween Calgary (Alta.) newspapers and 
their printers, stereotypers and pressmen. 
The new printers’ scale effective from 
May 16 to November 15, 1922, is $44.625, 
nights, and $41.625, days; after that until 
May 15, 1923, the scale is $43.50 nights, 
and $40.50 days. It is provided that if 
the cost of living does not vary more 
than 12% per cent, the last-named rates 
will continue for an additional year. 
Previous scales were $48 for night work 
and $45 for day work. 

Pressmen and stereotypers will receive 
the same wages as provided for the com- 
positors and their previous scales were 
the same. The first-named rates above 
apply from May 27 to November 27, 
1922, and the last period is from Novem- 
ber 28 to May 28, 1923, with the same 
provision for a year’s extension. 





New York Call Asks for Money 


The New York Call is putting it 
squarely up to its readers as to whether 
or not it shall continue publication. 
Ballots are published daily, asking the 
readers to fill them out and return with 
$2. So far only about 20 per cent of 
the Call readers have voted. Unless the 
readers show more interest the Call will 
soon be a thing of the past, Charles Er- 
vin, its editor, states. The $2 which the 
reader pays is promised by the manage- 
ment of the paper to be returned to him 
in three months, in the difference in the 
price of the paper and service. 


Duluth Printers’ Pay Cut 


Wages of printers employed on Du- 
luth newspapers have been reduced 5 per 
cent under a new agreement, effective for 
one year from May 28, 1922. All other 
conditions of the agreement are the same 
as those of the old contract. Previous 
wages were $42.35 night work and $39.60 
for day work. 
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STATE PRINTING FIGHT 
WON BY UNION 


Open Shop Which First Had Contract 
Cedes It to Old State Printer, a 
Union Office, When B. T. U. 

Stirs Up Public 


(Special to Eviror & PUBLISHER) 


Boston, July 10.—One of the toughest 
battles in which union labor has tigured 
has resulted in victory for the Boston 
Typographical Union with the announce- 
ment of what amounts to reversal of a 
previous decision of the state to place 
its printing with a non-union concern. 

The Wright & Potter Company, a 
union shop, for years has handled the 
state printing, which in one year ran as 
high as $600,000 and this year is expected 
to be at least that sum, due to the print- 
ing of ballots. For 10 years the con- 
cern’s contract has specified that hours 
on state business shall not be 44 
a week. 

In the meantime, a number of Boston 
printers have been operating as open 
shops. When the Legislature had before 
it the renewal of the printing contract, 
an amendment that there be no limit as 
to the hours was defeated, and the bill 
was gy The previous contract ex- 
pired July 1. In its closing hours, the 
Legislature created a commission of seven 
officials to prepare and award the con- 
tract. 

Four bids were received. The figures 
of Wright & Potter, the union shop, were 
highest of all. The second highest bid- 
der, George H. Ellis Company, which 
offered a saving of $50,000 and which 
proved it could handle the work, was 
awarded the contract. The Ellis com- 
pany has an open shop. 

The Ellis company, however, asked to 
have an understanding that it would han- 
dle the printing for at least five years. 
In the meantime, the Boston Typograph- 
ical Union and Central Labor Union held 
indignation meetings and through pub- 
licity and by other means stirred up sen- 
timent among laboring people against 
placing the order with an open shop. 

At least one member of the commis- 
sion was known to have gubernatorial 
aspirations. The Ellis company lost in- 
terest when it could not have the order 
for five years. Wright & Potter agreed 
to cut its bid $50,000 to the Ellis figure. 
The Ellis company agreed to sub-let the 
whole thing to Wright & Potter. The 
sub-letting will have to be approved by 
the governor’s council before becoming 
effective. 
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AVERT STRIKE IN BALTIMORE 


Stereotypers Accept Old Scale After 
President Overrules Threats 


Drastic action by President J. J. Freel 
of the International Stereotypers & Elec- 
trotypers Union averted a_ strike of 
stereotypers on Baltimore newspapers a 
few days ago. The men had demanded 
ah increase from $36 to $45 when their 
contract expired July 1 and refused to 
submit to arbitration. The publishers 
advised President Freel, who came to 
Baltimore and when the stereotypers also 
defied him, he suspended their traveling 
cards and proceeded to fill their places. 

There was no walk-out on July 1, how- 
ever, the men acceding to the publishers’ 
offer of the old wages, which were $10.50 
per week over the scale provided in the 
previous contract. The union was warned 
by the publisher of the News-American 
that the publishers would not tolerate 
again the illegal tactics of the local mem- 
bers, even though combatting them made 
it necessary to suspend publication. 





One-Day Strike in Sandusky 


Sanbusky, July 12.—Sandusky 
ers’ strike ended Monday when 
ment was reached covering a_ period 
of three years, morning and evening 
papers suspended publication for one day 
only. The controversy was one of wages. 
The men demanded restoration of 12 


print- 
agree- 


il 


per cent cut a year ago, and offered a 
proposal for one year at an increased 
rate, which was refused by the publishers. 
The open shop ed was not involved. 


RELATIONS WITH PRESS 
BEFORE A.A.A.A. BOARD 
Committee inne All Councils 


Will Be Named to Co-operate 
With Committee of 


N. A. N. E. 
Selection of a committee from the 
American Association of Advertising 
Agencies to co-operate with a similar 


committee from the National Association 
of Newspaper Executives was the impor- 
tant matter under discussion at.a meeting 
of the executive committee of the A. A, 
A. A. July 11 and 12 in New York. 

This committee will be appointed to 
discuss the local and national advertising 
rate as agreed upon at Milwaukee, co- 
operating in every possible way with the 
N. A. N. E. 

The second important question for its 
consideration will be agency relations 
with newspapers, with the idea of stand- 
ardization of merchandising co-operation. 

While the matter has not been definitely 
settled, it is probable that seven members 
will be appointed on this committee, rep- 
resenting one from each council, who will 
work with a member from a correspond- 
ing section of the National Association 
of Newspaper Executives. The commit- 
tee of the A. A. A. A. will be appointed 
shortly by A. W. Erickson, president of 
the Erickson Company, and president of 
the A. A. A, J 


Present at the meeting were William 


H. Johns, Stanley Resor, Harry Dwight 
Smith, Roy S. Durstine, Jesse F. Mat- 
teson, William T. Mullally, J. Wesley 
Barber, W. M. Richardson, John Benson, 
Walter B. Snow, A. W. Erickson, H. S. 
Gardner, Eugene McGuckin, John P. 
Hallman, James O'Shaughnessy, Clarence 
A. Hope, J. A. Hanff, Frank A. Arnold, 
a bs Erwin, John H., Hawley, and F. 
. Ross. 


GREEN NOW DIRECTS VIGILANCE 


Kenner Quits National Post to Head 
New York Bureau 


William P. Green has been appointed 
director of the National Vigilance Com- 
mittee, to succeed H. J. Kenner, who re- 
signed to become managing director of 
the new Better Business Bureau of New 
York, effective July 1. Mr. Green has 
been field secretary of the National Vigi- 
lance Committee, with which he has been 
associated for several years. Kenneth 
Barnard has been appointed associate di- 
rector of the National Vigilance Com- 
mittee, effective August 7. Mr. Bar- 
nard resigns as secretary of the Better 
Business Commission of Toledo. 


Teachers Join Ad Agencies for Summer 


In response to a request from the Na- 
tional Association of Teachers of Adver- 
tising, the American Association of Ad- 
vertising Agencies through Jesse F. 
Matteson, chairman of the committee 
working with colleges, is finding a place 
for these teachers in agencies during the 
summer months. The teachers are anx- 
ious for practical experience in the agency 


field, and the association is co-operating 
with them by asking as many agencies 
as possible to make a place for them 


during the summer months. 


Studied Ad Conditions Here 
Shizuka Nakagawa, of the plan and 
design department of the Mannensha Ad- 
vertising Agency, Qsaka, Japan, leaves 
for England in July, after having spent 
some time studying advertising conditions 
in the United States. 





Warren Tribune Appoints Alcorn 


The Warren (Ohio) Tribune has ap- 
pointed the Alcorn-Seymour Company, 
Inc., to represent it in the national ad- 
vertising field, effective August 1. 
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CABLE MONOPOLY TO SOUTH AMERICA 
ENDED BY NEW AGREEMENTS 





Four Routes Now Open as All America, Western Telegraph 
and Western Union Abandon Old Rights—Argentina 
Expected to Abrogate Last of Ancient Grants 





By SAMUEL W. BELL 


(Washington Correspondent of Epitor & PUBLISHER) 


WASHINGTON, D. C., July 13— 

Two complete competing cable 
systems between the United States and 
the east and west coast of South Amer- 
ica will be established as the result of 
the agreement of the All America Com- 
pany on one hand and the Western Tele- 
graph Company and the Western Union 
on the other to abandon their monopolies 
held in South American countries. Only 
formal waiver by the Argentine govern- 
ment of certain rights granted the 
British-owned Western Telegraph Com- 
pany, remains to assure the doubling of 
present communication facilities to South 
America. 

The South America cable deadlock, 
which has existed virtually for 50 years 
has been broken because of the realiza- 
tion of the competing interests, American 
and British, that neither could gain much 
by continuation of the present situation. 
The Western Telegraph Company, con- 
trolled by British interests, was first in 
the South America field and as early 
as 1872 obtained from the governments 
of Brazil, Uruguay and Argentina, cer- 
tain exclusive cable rights. Although 
the Western Telegraph received no ex- 
clusive right to land cables in Brazil they 
were enabled to sew up the cables which 
linked the ports in the Brazil. The All 
America obtained the same rights on the 
west coast from Columbia, Ecuador and 
Peru. 

As the result when the All America 
tried to enter Brazil they found that 
each cable landed must originate in a 
foreign country and instead of extending 
the cable they established from Buenos 
Aires to Santos on to Rio de Janeiro, 
they were forced to lay a new one from 
3uenos to Rio. Despite this fact they 
were able to take away American busi- 
ness from the English company because 
the Western Telegraph Company had 
no cable from Brazil to the mainland of 
the United States and messages sent 
from Brazil to the United States were 
required to go by way of Europe, while 
the All America Company took the 
messages from Rio or Santos to Buenos 
Aires, thence to the west coast, up to 
Panama and on to the United States. 

The first attempt of the Western Tel- 
egraph Company to break into the United 
States so as to compete for the big busi- 
ness originating in the two large Brazil- 
jan ports, resulted in an agreement with 
the Western Union, an American com- 
pany, to-build a cable from Brazil to the 
Barbados, where it was to be extended 





by the Western Union to Miami, Fla. 
The Western Union company was en- 
gaged in landing this cable at Miami over 
a year ago when it was stopped by the 
United States Government, on the 
grounds that no cable could be landed 
in the United States without a license 
from the President. The Western Union 
threatened court action, contending the 
license idea was based upon a “question- 
able” interpretation of the Constitution 
made years ago. The Government, how- 
ever, succeeded in obtaining legislation 
specifically requiring such a license. 

The Western Telegraph and the West- 
ern Union then urged a reconsideration 
of their case and entered negotiations 
with the All America Company looking 
to an adjustment. It was finally decided 
that the Western Union should be given 
a license to land the cable, if the Western 
Telegraph Company renounced its exclu- 
sive rights to link up ports in Brazil, 
Uruguay and Argentina. The All Amer- 
ica Company in its turn was to give 
up its monopolies in the west coast 
countries. 

3efore the State Department would 
agree to the arrangement, however, it 
was demanded of the cable companies 
that they receive waivers of the monopo- 
listic rights originally granted by the 
South American countries involved. It 
was not deemed advisable to permit the 
landing of cables in this country if the 
South American nations might at some 
future date object to the plan of the cable 
concerns and point to their original grants 
to back their national position. All the 
South American nations, with the excep- 
tion of Argentina, have waived these con- 
cessional arrangements and the govern- 
ment at Buenos Aires is expected to do 
sO as soon as necessary legislation can 
be passed. 

The All America Company, not to be 
outdone by the Western Telegraph and 
the Western Union, is planning to tap 
Brazil by way of Porto Rico. Thus 
cable communications in the future can 
be moved from South America to the 
United States over any one of four 
routes; by way of Europe on the West- 
ern Telegraph line, or over the new 
shorter routes by way of the Barbados 
and Florida in conjunction with ‘the 
Western Union; by way of the All 
America west coast cable through Pan- 
ama or by way of the new short route 
on the east coast to be established by the 
All America Company by way of Porto 
Rico. 





BELIN PROMISES PHOTOS 
BY RADIO SOON 


French Inventor Coming to United 
States to Conduct Experiments— 
Reports Success in Transmitting 
Signatures and Manuscripts 


\merican newspaper editors and man- 
agers of American news services are 
speculating upon the possibility of being 
able in the near future to transmit photo- 
graphs by radio, as the result of the 
announcement of Edouard Belin of 
Paris, who is completing experiments at 
his Malmaison (France) laboratories, 
previous to a tour of the United States. 

Signatures and manuscripts which have 
been photographed have been telegraphed 
by wireless under Belin’s direction. He 
is now engaged in working out details 
connected with the sending of photo- 
graphs. After crossing the American 
continent in the fall, he will endeavor to 
transmit photographs by radio from San 
Diego to France. 





“Present methods of telegraphing pic- 
tures are only a makeshift.” he claimed 
in a recent interview. “It consists of 
sending, on the wire or through the air, 
code words or numbers which indicate to 
the receiver points on a chart. By con- 
necting these points with a pencil line, 
a diagram of the image is connected. An 
artist with imagination decorates the dia- 
gram until it somewhat resembles what 
the original subject must have looked 
like. 

“The discoveries I am perfecting in- 
volve the actual transmission of an im- 
age through the air. Without going 
into technical details—although I am 
quite willing to do so—this image repro- 
duces itself at destination upon positive 
film or printing out paper. 

“As yet, the best results have been 
obtained with the ending of hand-writ- 
ing. This alone is of tremendous im- 
portance to the business world. I be- 
lieve this facility will be added to the 
public telegraph service. A much 
clearer image is necessary to send a por- 
trait. We are working on that now. Bv 
f-ll, I can promise you, the precess will 
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be perfected, and I shall take it at once 
to the United States.” 





JACKSON PRAISES BLUE LAWS 





Sunday Newspapers May Be Banned 
There, as in Vicksburg 


Jackson, Miss., July 10.—Jackson 
newspapers are congratulating the city 
on the “good work” of the “Salvation 
Squad” which went to Vicksburg two 
weeks ago and so stirred things up that 
Sabbath law advocates stopped publica- 
tion of the Sunday edition of the Vicks- 
burg Herald. The Jackson News and 
Clarion-Ledger, while they came out as 
usual Sunday, each carried strong com- 
mendation of the Vicksburg authorities 
for enforcing the Sunday laws. While 
Jackson has not yet adopted any Sunday 
laws, sentiment is said to favor, among 
other things, a ban on the publication of 
Sunday newspapers here. 





With Elks at Atlantic City 


Twelve Washington newspaper men 
were in the party which Rep. Isaac 
Bacharach of New Jersey took to At- 
lantic City this week on the occasion of 
the Grand Lodge meeting of the Elks. 


The correspondents included were: 
Henry Hall, Pittsburgh Chronicle-Tele- 
graph; J. G. Hayden, Detroit News; 


Carter Field and Mason McGuire, New 
York Tribune; Wilmot Lewis, London 
Times; W. E. Bowman, Detroit Journal; 
Paul J. McGahan, Philadelphia Inquirer ; 
Robert B. Smith, Chicago Tribune; Al- 
bert Fox, Washington Post; R. Warren 
MacAllen, Philadelphia Public Ledger; 


Angus McSween, Philadelphia North 
American, and Donald A. Craig, New 


York Herald. 





U. S. Training Printers Again 


Training of printer’s apprentices has 
been revived at the Government Printing 
Office after a lapse of 40 years. As the 
result of plans laid down by George H. 
Carter, public printer, and an appropria- 
tion made by Congress, a school has been 
established for boys ranging from 16 to 
20 years of age. Twenty-five already 
have been enrolled and eleven are the 
sons of printers who have worked for 
years in the government’s printing plant. 
The boys are to be given a four-year 
course covering the various branches of 
the printing industry, including press- 
work, stereotyping, composition, linotyp- 
ing, monotyping and the machine trade. 
Alfred D. Calvert, a former employe 
of the Curtis Publishing Company and at 
one time president of the Philadelphia 
Typographical Union, has been appointed 
head of the class ,in printing which is to 
be established in the Government Print- 
ing Office, Washington. Mr. Calvert 
went to Washington in 1912 and has 
been connected with the Government 
Printing Office since that time. 





Pearson Making Fall Postal Plans 


A. C. Pearson, chairman of the Ameri- 
can Publishers’ Conference, returned to 
Washington this week to lay plans for 
the organization’s fall campaign in behalf 
of the amendment to the revenue act, 
which will eliminate the last two war- 
time increases in second class postal rates. 
The House Postoffice Committee which 
has the amendment, sponsored by Rep. M. 
Clyde Kelly of Pennsylvania, in charge, 
has decided against action on the pro- 
posal until the December session of Con- 
gress, when a report is expected from the 
Joint Congressional Postal Commission. 





Semi-Weekly Clubs With Daily 


The Provo City (Utah) Post, semi- 
weekly, has entered a clubbing arrange- 
ment with the Salt Lake City Telegram, 
whereby both papers are delivered in 
Provo for the price of the Telegram— 
20 cents a week. The Provo Herald re- 
cently became a daily. 





Appoints Knill-Burke 


The Gary (Ind.) Post and Tribune 
has appointed Knill-Burke, Inc., its na- 
tional advertising representative. 


RUSH HEARST ROCHESTER DAILY 


New Sunday American Uses Coupons 
and Stunts to Get Public Eye 


With the Rochester Sunday American, 
Hearst’s latest up-State paper, now al- 
most a month old, it is said that the 
afternoon paper planned in Rochester by 
Mr. Hearst will be started within a few 
weeks. Just when the daily will appear 
has not been divulged by the Hearst rep- 
resentatives in Rochester, but they have 
stated that it will be at least two weeks 
sooner than the date originally set for 
it, which statement seems to throw little 
light on the matter of dates. 

With the publication of the first edi- 
tion in Rochester the American started 
several advertising features. Every day 
girls stationed throughout the downtown 
section pass out thousands of coupons, 
each bearing several numbers. Holders 
of the coupons bearing numbers which 
are printed in the American receive 
prizes ranging from $250 in cash to 
orders for a few dollars’ worth of mer- 
chandise on downtown stores. 

In the way of stunt advertising during 
the second week, J. Reg Hamilton, Roch- 
ester aviator, was engaged to spell out 
in smoke against the sky over the down- 
town section the words “Rochester 
American,” a stunt originated by the 
Daily Mail in London. In addition to 
these advertising features, the paper has 
engaged all the billboards and advertis- 
ing spaces possible in the downtown sec- 
tion and throughout the city. 





HEARST SUNDAY IN DETROIT? 


Ten-Cent Edition Will Probably Start 
August 13 


Detroit, July 12.—William Randolph 
Hearst will enter the Sunday field in De- 
troit about the middle of August, prob- 
ably on the 13th, it was learned here to- 
day. Circulation, editorial and advertis- 
ing forces are already being enlarged and 
the press capacity of the Times, which 
passed under Hearst ownership several 
months ago, is being increased to meet 
Sunday circulation demands. The paper, 
which wil! probably sell for 10 cents, will 
be called either the Times or the Ameri- 
can. 





Detroit Race News Decision Postponed 


Detroit, July 10.—Judge Ormond F. 
Hunt announced in circuit court in De- 
troit Saturday that he would reserve the 
decision in the case of Louis Grosscup, 
found guilty in recorders court of dis- 
tributing Racing Form, until he returned 
from his vacation in August. Attorneys 
for Grosscup are in court on a writ of 
certiorari asking a review of the case. 
Assistant Prosecutor W. J. Skillman, at- 
tacking the writ, contends the circuit 
court has no authority in the case. 





Phila. Bulletin Orders Presses 


Additional presses have been ordered 
by the Philadelphia Bulletin from R. Hoe 
& Co., the new equipment including four 
superspeed double sextuples, equivalent 
to eight sextuples or 24 sixteen-page 
printing sections. This will give the 

3ulletin the equivalent of 29 presses, ag- 
gregating 117 sixteen-page units. 





Finding ‘‘Miss San Francisco” 


The San Francisco Chronicle is con- 
ducting a contest to see who will be 
“Miss San Francisco” at the national 
beauty contest in Atlantic City in Sep- 
tember. The Chronicle will pay all ex- 
penses of the winner and her chaperone. 
Contestants’ photos in bathing suits are 
required for publication. 





Tribune Gives Employes Trips 


The welfare department of the Chicago 
Tribune has announced a plan of helping 
Tribune employes to enjoy vacations 
this summer. Any employe who pays 
transportation to Niagara Falls will be 
given a 1, mile cruise free of any 


charges on one of the Tribune’s three 
steamers to Montreal, 
Anne de Beaupré. 


Quebec, ard St. 
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NEW YORK AGENTS REPORT 





Advertising Lineage 


Indicates Business Healthy and Improving in Most Sections, 


and Prospects Are Far 





A MERICAN business is steadily on 
+* the upward and there are no indi- 
cations of a downward trend before the 
end of the year. 

Newspaper advertising throughout the 
country shows a considerable and an in- 
creasing gain over the business of last 
year, according to the comparative fig- 
ures compiled for the 28 chief cities by 
the New York Evening Post 

Automobiles, an index of prosperity, 
are said by manufacturers to be selling 
far ahead of expectations at the begin- 
ning of the year, and while no authorita- 
tive figures for this year are at hand, 
statistics for 1921 recently issued show 
that in that year, supposedly one of panic 
and business depression, the number of 
cars and trucks in the United States in- 
creased 1,500,000. A table showing the 
distribution by states of these motor ve- 
hicles is reproduced on this page. 

Retail business, according to buyers 
who are now in New York for their fall 
purchases, has a promising outlook. A 
year ago, at the opening of fall wholesale 
lines, there was only a nibbling at mer- 
chandise, and for the spring season only 
a small percentage of forward business 
was given to the manufacturers. 

Alfred Fantl, a resident buyer in New 
York, puts the percentage of increase on 
early fall orders at between 20 and 
per cent, compared with spring purchas- 
ing, and declared that there could be no 
comparison between this year’s business 
and last. Manufacturers are urging re- 
tailers to place early orders for at least 
50 per cent of their probable require- 
ments, as the mills must make goods be- 
fore they are needed, and the larger the 
proportion of this product that is on defi- 
nite order, without undue risk to the re- 
tailer, the more economically the mer- 
chandise can be made and distributed. 

Retailers appear to have recognized the 
force of this argument, and with in- 
creased confidence that there will not be 
lower prices in the fall, have decided 
upon a larger anticipation of their early 
autumn wants. 

Newspaper advertising in the larger 
cities is a more or less reliable indicator 
of the state of business in their districts, 
and improv ement in business in most of 
the cities listed below can be traced from 
the first of the year to June 1 by the ad- 
vertising lineage summaries given below 
for each month. June figures are not yet 
available, but early indications are that 
they fall slightly behind May’s totals in 
the normal seasonal drop. New York 
figures for June and the six- -month period 
are reproduced in another column and 
bear out this conclusion. The figures for 
the chief cities follow: 


JANUARY 

27 cities listed 15 show gain 
122 papers listed 59 show gain 
2 no comparison 


12 show loss 


60 show loss 





1922 1921 Gain 

New York....13,544,936 12,990,284 554,652* 
Philadelphia .. 6,459,987 6,702,722 242,735+ 
Birmingham .. 1,634,850 1,745,576 110,7267 
Chicago ...... 5,651,277 5,576,178  75,099* 
Los Angeles:.. 6,995,072 6,879,726 115,346* 
Baltimore .... 3,662,285 4,073,846 411,561* 
eee 4,661,976 3,956,704 705,272* 
Louisville .... 2,241,241 2,344,932 103,691T 
SS ere 4,029,592 3,675,910 353,682* 
Cleveland 3,403,425 3,912,375 508,9507 
Washington 3,671,120 3,682,639 11,519F 
Oakland ...... 1,708,546 1,646,764  61,782* 
Seattle weeee 2,142,588 2,435,832 293,2444 
San Francisco. 4,031,062 3,767,162 263,900* 
DUNO cacece 820,703 2,898,291 77, 588+ 
St. Louis... 3,280,900 3,256,140 4,760* 
Indianapolis 2,552,259 2,764,716 212,457T 
Minneapolis 2,269,694 2, 251, 480 18,214* 
Milwaukee 2,656,716 2'635.250 21,466" 
St. Paul ...... 1,751,974 1,781,962 29,9884 
New Orleans.. 2,765,194 2,624,400 140,754* 
Cincinnati 2,925,000 2,782,800 142,200* 
Houston ..... 1,840,650 1,976,030 130,380t 
Columbus 2,894,930 2,828,170 700 
Providence ... 2,238,845 2,192,031 46,814* 
Omaha ...... . 1,709,918 1,985,809 275,891¢ 
Denver. ..cec60 2,085,580 1 924, 468 161,112* 

FOS 6 sss 95,630,320 95,292,237 338,083* 

*Gain, tLoss. 
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APRIL 


29 cities listed 23 show gain 
128 papers listed 82 show gain 
1 no comparison 


6 show loss 
45 show loss 








1922 1921 Gain 
P ‘i ene ° New York....14,398,424 13,138,166 1,260,258* 
In Principal Cities of United States Philadelphia .. 7,046,978 6,365,501 681,477* 
Birmingham .. 1,721,650 1,794,002 72,352T 
page ° iat ——_ 6,030,921 575,767* 
os Angeles... 7,251,384 6,637,362 613,522* 
Better Than Last Year Baltimore 4,545,524 4,300,943 244,581* 
Boston ....... 5,848,799 4,926,777 922,022* 
Louisville 2,586,728 2,625,323 38,595¢ 
FEBRUARY NUE cn cances 4,415,684 4,295,130 120,544* 
wih ale . . Cleveland 3,695,400 3,949,350 254,950¢ 
27 cities listed 15 show gain 12 show loss Washington 4,369,024 3,872,224 496,800* 
123 papers listed 57 show gain 63 show loss Qakland ..... 1,732,920 1,603,896 129,024* 
3 no comparison Seattle 2,566,578 2,615,256 48,6787 
1922 1921 Gein —, z rancisco. 4,520,334 3,799,710 720,624* 
ij ; ee . ee necead »373,07 »205,25 bd 
New York....11,337,442 10,501,890 835,552" St. Louis Siuaeae Saickee lacus 
Philadelphia .. 5,585,580 5,700,394 114,814¢ Indianapolis .. 2,342,610 2°483,433 140,823+ 
Birmingham 1,461,810 1,708,770 246,960T Minneapolis .. 3,210,721 3.059.129 151.592* 
Chicago ...... 4,955,973 4,889,763 66,210" Milwaukee 2,852,431 2,680,820 171,611* 
Los Angeles.. 6,118,098 5,943,966 174,132* St Paul...... 2,303,014 2,262,204 _40,810* 
Baltimore 108,921 3,334,684 225,763 New Orleans.. 3,337,058 2'814,952 522°106* 
NINN. fac: dnapdrace 4,061,086 3,547,950 513,136" Cincinnati 3,203,700 3,047,700 156,000* 
Louisville 2,037,277 = 2,017,543 19,734" Houston ..... 2,330,020 2,122,484 207,536* 
Detroit ...... 3,408,776 3,365,502 43,274* Columbus 3,090,190 2,980,190 110,000* 
Cleveland .... 2,831,400 3,544,125 712,725t Providence 2,588,732 2,533,522 55.210* 
Washington .. 3,451,232 3,199,225 252,007" Omaha ...... 2,148,370 1,978,862 169,508* 
Oakland ...... 1,438,640 1,430,338 8,302* Denver 2.299.724 2,062 2'508 237.216* 
Seattle .. setae 1,932,25 2 2,141,118 208,8667 Richmond 1,949,129 1,839,638 109,491* 
San_ Francisco. 3,579,492 3,479,882 99,610" Payton 2,652,734 2,759,288 106,554¢ 
a 7 asecac 2,477,217 2,616,311 139,0947 F oan ss 
St. Louis..... 3,097,800  3,125,3 27,500 Tot 0. S97 : 
letanneetic 2342°610 2'483°433 140°323+ ae. tal 113 3,098,081 105,359,385 7,738,696 
Minneapolis 2,496,013 2,475,594 20,419* *Gain + Loss 
Milwaukee 2,166,171 2,114,684  51,487* , 
a BN cs cce 1,689,030 1,699,306 10,276f MAY 
New Orleans.. 2,268,095 2,357,114 89,019T = eee j 
Cincinnati . 2,610,000 2,492,400 117,600* 29 cities listed 18 show gain 11 show loss 
Houston ..... 1,685,628 1,866,634 181,006¢ 128 papers listed 71 show gain 56 show loss 
Columbus 2,549,730 2,509,400  40,330* 1 no comparison 
Providence 2,019,148 1,985,379 33,769* 1922 1921 Gai 
Omaha . 1,484,371 1,623,629 139,258t : — - — 
Denver ...... 1,848,308 te 735, 440 112,868" New York ....14,377,976 13,956,310 421,666* 
ecient iantpeclea an Philadelphia .. 7,121,160 6,751,188 369,972* 
Total . -84;042, 100 83,889,774 152,326* Birmingham 1,554,308 1,890,518 336,210T 
_— Chicago «++ 6,478,047 6,215,685 262,362* 
*Gain. tLoss. Los Angeles... 7,319,284 7,038,640 280,644* 
3altimore - 4,642,353 4,612,794 29,559* 
MARCH Boston 5,664,252 5,491,022 173,230* 
it Louisville 2,648,417 2,689,150  40,733T 
28 cities listed 15 show gain 13 show loss Detroit ....... 4,615,240 4,712,036 96,7967 
125 papers listed 64 show gain 59 show loss (Cleveland 3,744,150 4,236,525 492,3757 
1 no comparison Washington .. 4,121,735 4,294,317 172,5827 
22 . Oakland ‘ 1,865,570 1,826,048 39,522* 
a — Gain — Seattle 21392,572 2,553,236 160,664+ 
New York. ...13,904,268 13,296,208 608,060* San Francisco. 4,594,632 4,222,470 372,162* 
Philadelphia .. 6,759,595 6,564,516 195,079" Suffalo ...... 3.415.683 3,366,390  49.298* 
Birmingham 550,934 1,921,360 370,426+ a ae 3.959.420 3.834.000 125.420* 
Chicago ...... 6,434,493 5,894,865 539,628" Indianapolis .. 3,092,502 3,148,896 56,394} 
Los Angeles... 7,087,192 6,725,558 361,634" Minneapolis .. 3,094,621 3,238,212 143,591¢ 
Baltimore 4,133,018 4,174,305 41,287 Milwaukee 2,800,506 2,916,096 115,590+ 
Boston ......-. 5,545,089 4,933,738 611,351* St Paul...... 2,361,310 2,264,794  96,516* 
Louisville 2,589,329 2,421,509 167,820" New Orleans.. 2,985,515 3,087,439 101,924+ 
Detroit +++ 4,299,246 4,382,644 83,3987 Cincinnati 3,179,100 3,146,700 32,400* 
Cleveland .... 3,550,200 4,078,725 $28,525¢ Houston ...... 2,177,854 2,334,626 156,772t 
Washington .. 4,081,220 3,914,577 166,643" Columbus 3,137,961 3,067,910 70,051" 
Oakland ..... 1,653,148 1,587,670 65,478" Providence ... 2.747,634 2,561,168 186,466" 
Seattle ....... 2,507,498 2,571,212 63,7144 Omaha 2,130,380 2,090,564  39,816* 
San_ Francisco. 4,232,074 3,804,430 427,644" Denver 2,297,792 2,276,260  21,532* 
Buffalo ...... 3,278,319 3,421,258 142,939t Richmond 2:071.277 1,932,776 138,501* 
St. Paul . 2,170,630 2,217,362 46,732 Payton 2°656.556 2'487'240  169°316* 
ene og 3,018,948 3,019,521 573 ? : i i 
Minneapolis 2,842,154 2,876,211 34,057T rotai 113,247,812 29 004.202* 
Milwaukee... 2,788,912 2,672,229 116,683" 1°" 113,247,812 112,243,010 1,004,802 
Ye Fe 2,170,630 2,217,362  46,732t *Gain tEoes 
New Orleans.. 2,881,092 3,063,948 182,856+ ; 
— 3,095,000 3,101,100 8,100 ——__——- 
Ouston ..cce 4 34,858 2,274,244 239,3867 
aan .-.» 3,173,390 3,000,690 172,700* New Mill Sai Price dion 
*rovidence 2,671,917 2,495,378 176,539* i ; H 
Danie 3°075°321 2°046933 28388" Re FJ reported on reliable authority, 
wane 2'315,936 2,040,780 275.156" that Price Bros, & Co. are having plans 
Richmond . 1,900,490 1,932,632 32,142 drawn for the construction next year of 
a new newsprint mill, with a complete 
De: ener 9,932 232 3* 
eae ' 106,409,932 104,177,914 2,232,018 model township, comprising dwellings, 
*Gain. tLoss. golf links, schools, etc., to march. 
NE million iid a ‘att more automobiles and motor trucks were in use at 
the end of 1921 than at its beginning, according to recently compiled 
statistics, the distribution at December 31, 1921, being, by states, as follows: 
State Cars State Cars 
POO BOD sicincsctace aes 754,085 South Dakote . ...h0<06<. 119,262 
Rs cereus caxuceseisins 742,713 A a ey ore 118,615 
a 689,589 ONE sac wtines 254-023 117,025 
et ee ee 674,830 West Virgiaw ...... 6... 105,000 
Ee ee 670,452 RS Se eee 97 837 
MEE oh cowed aves 477 037 North Dakota ........... 92.643 
OE Spee oo x sora 467,788 ee 90,546 
ne oe ere 430,003 Me PIE ECCOTE LOTT 82,343 
BR RE ee 400,342 RAINS icin cnc ecctens 80,000 
Massachusetts ........... 363,032 pe a eee 77,530 
BNE Gir ona kat cn ewes 343,386 NEY eiig donc coda ae 67,413 
WOMNNOIED 6 ds.d0cs<peceeae 342,060 Pe Bpee et poorer er ee 65,120 
ME eu dc cau wees 328,700 BS CROP rere 54,175 
MIN i da'5's ce saadhenw ts 291,309 po a eee 53,721 
PN NOUU oe ce nana es 271,605 NOTE h cn cae es ors pins 51,300 
PR thee citin'c «neo «xe 242,557 Oe re er eee 47 500 
EE ee Creer 21,300 New Hampshire ......... 42,500 
Weetom oo. 6 ccs... 186,170 ee eee nee 37,265 
North Carolina .......... ' po ee ree ere rier 35,220 
ee eee ee 145,370 New Mexico ............ 28,780 
WE 33 on vbgede suena ee 141,000 Wyoming 26,900 
RTE db sede sin= 00 ng 135,460 SIO Cg ceeds dees sax 21,500 
COMDIEIOIR 6 decade cawecns 140,000 MOUSER did lacideds dic: 10,819 
ETE eee 131,942 i 
WENN stat k Ouch ade . 125,672 ‘i! ere fee 10,449,785 
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SPENT $23,800,000 IN 36 
MAGAZINES 


Fifty National Advertisers’ Investment 
Ranged from $1,315,095 
$264,500 in National 

Media Last Year 





to 


Investments in advertising in 36 national 

publications by 50 leading advertisers 
totaled $2,884,375 in 1921, according to 
a table compiled by the Curtis Publish 
ing Company and published in Printers’ 
Ink last week. The compilation, which 
is reproduced below does not include the 
total advertising investment of the con- 
cerns listed, as it does not take into ac- 
count their expenditures in newspapers, 
farm papers, outdoor media, street cars, 
business papers, theatre programs, direct 
by mail, window displays, novelties, pre- 
miums, motion pictures, slides, direc- 
tories, signs and miscellaneous media. 
_ The statistics are of interest as show- 
ing the magazine investments of firms 
many of which are equally heavy users 
of newspaper space, but the total is 
trifling compared with the annual value 
of advertising in newspapers, as is shown 
in an analysis of page 24 of this issue. 

The firms and their appropriations for 
advertising in the 36 national publica- 
tions are: 


Joseph Campbell Co... $1,316,095 


Victor Talking Machine Co. 1,239,693 
Procter & Gamble Co....... 1,198,458 
The Congoleum Co........ 783,431 
Swift & Company........ 694,600 
ri ey. UR eee 680,770 
California Ass’d Raisin Co 659,635 
Lever Bros. Company............ 646,277 
The Barrett Company............ 612,249 
Colgate & Company............. 596,781 
Goodyear Tire & Rubber Co...... 593,685 
i 8 Eee eee 583,510 
The Quaker Oats Co......... 553,892 
Eastman Kedak Company........ 553,375 
Cudahy Packing Co..........c0: 543,090 
The Palmolive Company.......... 524,797 
Columbia Graphophone Co. . 197,411 
Andrew Jergens Company........ 484,885 
Vacuum Oil ‘Company....... 479,464 
Postum Cereal Co., Inc.......... 466,312 
ee ye SOS oer 448,250 
The R. Watkins Co....... 438,682 
Corn Prod. Refining Co.......... 429,506 
The Fleischmann Co............. 419,872 
Nerthwestern Yeast Co.......... 390,070 
Famous Players-Lasky Corp. 385,250 
U. S. Rubber Company..... 382,523 
Alfred H. Smith Company...... 371,205 
American Radiator Co.. 370,801 
Johns-Manville, Inc......... 369,589 
Dodge Brothers 3 TE 369,132 
The Bon Ami Company 350,387 
Cream of Wheat Company........ 348,770 
Armstrong Cork Ccmpany 7 . 345,903 
Southern Cotton Oil Trad. Co.... 339,246 
General Electric Company...... 333,642 
Thomas A. Edison, Inc.......... 326,471 
Pompeian Company 311,591 
Union Carbide - Carbon C orp 309,993 
Brunswick-Balke-Collender C¢ 302,975 
International Silver Co 302,220 
Firest« Tire & Rubber Co 302,027 
United. “Dean Company. 300,222 
Generali Cigar Co., Inc...... 286,460 
Morris & Company... 282,030 
Hart, Schaffner & Marx 9,407 
LaSalle Extension University 27 7,943 
Maxwell-Chalmers Ce. ...... 72,200 
California Fruit Growers Ex 65.106 
Hupp Motor Car Corp...... 64,500 
Big Increase in Newsprint 

American mills produced 129,950 ons 

of newsprint in May as against 78,868 a 


year ago, the Federal Trade Commission 
announces. <A total of 130,043 tons, as 
contrasted with 82,776 of the same period 
the year before, was shipped during the 
month. The jump over 1921 was at- 
tributed to the strike conditions in effect 
last year. Altogether, 525,546 as against 
485,813 tons for the year before wére 
produced during the first five months of 
the year. Shipments totaled 525,441 tons 
in comparison with 478,431 tons a year 
ago. 


New Machine at Three Rivers 


When the fourth paper machine of the 
St. Maurice Lumber Company, which is 
a subsidiary of the International Paper 
Company of New York, starts operating 
in July at the Three Rivers (Que.) plant, 
it will give this company an approximate 
newsprint capacity of 340 tons a day. 
The same mill is also producing 30 tons 
daily of wrapping paper, and has an ex- 
cess production of about 200 tons of 
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FIVE PER CENT GAIN FOR SIX MONTHS 
NEW YORK NEWSPAPER LINEAGE 





i im ITAL advertising in New York 

City newspapers ran more than 
five per cent ahead of 1921 figures dur- 
ing the period Janvary 1-June 30, 1922, 
according to comparative figures com- 
piled by the New York Evening Post 


Statistical Department. 
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for the six months was 80,930,110 lines, about 700,000 lines, or 5 per cent. 
against 76,873,600 a year ago, a gain of Comparative figures for the period 
4,056,510 lines. The total for June, 1922, January-June and for the month of June, 
of 13,368408 lines, was 377,666 lines 1922-1921, and 1922-1916, follow: 
Comperative Lineage, June 1922-1921 
- Pages ~ Percenta zc of 
192 Fotal Space 1922 1921 Gain Loss 
1,186 902 American ...... 6.9 927,656 898,572 29,984 
g 1,056 Brooklyn Eagle 10.9 1,458,688 1,294,728 OOS. « scavovcys 
00 402 Brooklyn Times a 288,748 307 268 19,120 
284 394 *Commercial 1.6 220,538 261,526 ; 40,988 
IDS 696 *Evening .Journal 7.1 950,358 17,644 32,71 aor 
486 486 *Evening Mail. 3.5 462,180 536,622 74 442 
49 560 *Evening Post. 2.3 311,632 508,189 196,548 
66 546 RS ae eee 6.4 849,518 685.674 163,844 
524 538 Evening T: Jegram.. . 4.6 615,708 598,412 729 
688 588 *Evening World...... 5.5 737,546 722,580 14,966 Me 
528 598 *Globe 4.6 Gul, 364 642,100 30,736 
OR4 920 Herald 6.9 123/006 1,024,050 oe 101,044 
R24 708 News (Ta 2 68,212 222,458 6 ee 
66 598 Standard Union 4.7 622,256 565.408 fee 
412 1,266 limes 14.4 l, 919, 208 1,757,786 Oe ae 
Si 850 Oe ee er 5.3 713,262 783,232 : 69.970 
1,204 1,020 World 11.1 1.487.528 1,263,202 223.626 
3.592 12.03% fotals 13,368,408 12,990,742 IO Sinai 
- Net Gain Net Loss 
*No S 
Comparative Lineage, June 1922-1916 
1922 1921 1920 1919 1918 1917 1916 
America 927,656 898,572 925,676 1,035,414 807,312 684,069 794,713 
Brooklyn Eagle. 1,458,688 1,294,728 1,224,636 1,126, 898 864, 796 878,788 885,340 
Brooklyn Times. 288,748 307,868 309,066  Fov0y..- T: wees bi! 
Commercial 220,538 261,526 293,206 268 454 128, 312 2 148,253 Tees cess 
Evening Journal 950,358 917,644 856,024 785,204 499, 129 583,841 578,543 
Evening Mail 462,180 536,622 600,660 414,460 384,151 426,640 459,244 
Evening Post. 311,632 508,180 487,736 400,154 305,876 420,341 342,816 
Evening Sun... 849,518 685,674 785,414 700,220 399,087 448,006 507,318 
Fven’e Teles’m 615.708 598,412 746,470 854,370 676,532 675,121 651,192 
Comitne Woe 737.546 722.580 848,192 673,134 339,453 444,175 439,692 
Globe... 611.364 642,100 747,581 713,638 383,590 452.603 522,912 
WersiA 923,006 1,024,050 1,041,760 766,950 570,315 588,163 591,616 
F ° 20, a + + + 
News (Tabloid) 268,212 222,458 144, 770 err Veseses Teseees Te wee % 
Standard Union 623, 256 565,408 J 717,222 646,256 443,317 453,922 474,848 
Sun aa ge ee re My ge GSE 594,796 273,617 332,495 324,050 
1,919, 208 1,757,786 1 538.3i8 1,733,450 1,125,258 998,392 937,201 
e 713,262 783,232 821,924 755,138 315,540 393,526 383,338 
1.487.528 1,263,902 1,589,126 1,817,308 1,360,515 1,078,263 1,082,231 
lotals 3,368,408 12,990,742 14,077,681 13,285,844 8,876,800 9,606,592 8,975,054 
1 not recor ded. 
*Sun and Herald combined into Sun-Herald Feb. 1, 1920; names changed to Herald Oct. 
1, 1920 
Comparative Lineage, January-June, 1922-1921 
--—-Pages-—— Percenta ce of « 
922 Total Space 1922 1921 Gain Loss 
4 American a eg wasters 7.0 5,668,330 5,236,928 ge 
4 trooklyn Eagle ..... 9.6 7,789,578 6,829,310 *,. Mee 
4 3rooklyn ,) ee 2.2 1,762,750 1,621,564 $60,306 5 *s05c0% 
2g *Commercial 1.7 1,366,152 1,598,852 232.700 
*Evening Tournal 7.4 5,970,288 5,583,034 ot eeeees 
*Evening Mail........ 3.8 3,055,906 3,223,622 167,716 
7 *Evening Pcst..... 2.5 2,047,812 3,142,521 ae 1,094,709 
3,334 *Eve ning Sun. 6.1 4,901,150 4,221,880 ye, rie oe 
3 ( 3,42 Evening Telegram. a 3,516,492 3,430,878 85,614 ot eceees 
3,950 3.602 *Evening World...... 5.7 4,597,850 4,650,308 st 52,458 
3,218 2872 MGMBE oc 6 cee ees ae 4.6 3,693,968 SECC 46) | ASB RIB 65s: 
6,206 5,614 oe ere 2.0 5,982,182 6,287,234 ae te. 305,652 
: 3,598 News (Tabloid) . 2.0 1,643,060 1,126,112 REE ROS Foc ess ss 
3.716 Standard Unicn. 4.8 3,873,502 3,447,546 72, ). ae 
7.744 Times “- 14.9 12.079,894 10,930,804 1,149,090 ...... 
5 40 5.198 ee Oe ere 5.38 4,737,786 4,841,259 _ 103,473 
6 5.99? World 10.2 8.243,470 7,345,998 OV AES” watkeoye 
81,552 71.370 Totals £0,930,110 76,873,600 4,056,510 ..... 
pt 3 ty Net Loss 
No Sunday edition. 
Comparative Lineage, January-June, 1922-1916 
1922 1921 1920 1919 1918 1917 1916 
\ merican _.. 3,668,330 5,236,928 35,890,442 5,009,058 4,812,514 4,606,269 4,827,927 
Brooklyn Fagle 7,789.578 6,829,310 6,998.010 5,506,800 4,391,432 4,770,858 4,200,631 
3rocklyn: Times 1,762,750 1,621,564 1,208,510 ae eee Pe Tee sees ee , ETE OBR 
Commenecesal 1'366.152 1,598,852 1.769.236 1,239,970 968,312 951,770 7........ 
evening Journal 7 "383,034 4,961,082 4,705,690 3,657,507 3,670,638 3,563,231 
Eve pay Mail 3.055, 906 3,223,622 3,350,648 2,139,711 2,427,939 2,497,996 2,331,957 
Evening Pest 2,047,812 3,142,521 2.765,030 2,166,794 1,996,941 2,089,274 1,900,901 
Fvening Sun 4,901,150 4,221,880 4.594,728 3,856,897 2,622,471 2,868,799 2,858,947 
Eve. T elegram 3,516,492 3,430,878 4,237,372 4,624,923 3,934,347 3,966,970 3,435,833 
Evening World 4,597,850 4, 4,998,326 3.677.680 2,436,445 2,671,891 2,566,613 
Globe .. 3,693,968 3 4,352,493 4,009,762 2,499,844 2,852,322 3,046,598 
¢Herald ee un teeeecese $806,064 4,181,960 3,387,808 3,892,540 3,800,181 
Tecald «........ SPO2IR2. C2BERSE US.209452 estes. 8 aie Sete Tih 
Town (Tabloid) 1,643,000 1,126,212 “"291,692  Fes.n 0s TFosecse Pe Fee eeeee 
“+g eet pares 3.360.422 2.712.238 2,787,100 2,815,575 
Stanward Union 3,873,502 3,447,546 4,417,654 2'870.030 1,843,868 2,197,721 1,946,723 
Times _. 12,079'894 10,930,804 12,371,879 8,797,937 6,654,288 6,136,511 5,664,158 
Tribune ...... 4,737,786 4,841,259 5,248,730 3,567,220 2,045,822 2,519,386 2,163,167 
World ...+ 8,243,490 7,345,998 9,825,603 8,616,928 7,254,659 6,864,661 6,286,652 
Totals 80,930,110 76,873,600 84,129,781 68,330,882 53,646,435 55,345,106 51,991,094 
+S) and Herald combined into Sun-Herald, Feb. 1, 1920. Name changed to Herald, Oct. 
1, 12°70 a 
$Tanuary 1 to January 31 inclusive. February 1 to June 30 inclusive. 
€March 1 to June 30 inclusive. **May 1 to June 30 inclusive. 


+Figures not 


recorded. 


1922 


U. S. CHARGES WILLHITE 
BROKE POSTAL LAWS 


Circulation of His Eight Illinois Papers 
Not Bona Fide, Despite His State- 
ment to Post Office, Indict- 

ment Declares 





\nnouncement of indictment by a Fed- 
eral grand jury of Fred T. Willhite, 
president of the Star Publishing Company 
of Springfield, Ill, was made this week. 
He faces trial in the U. S. district court 
on a charge of violation of the postal 
laws. He has given $1,000 bond. 

Willhite’s papers have been barred 
from the mails for some time since the 
government began investigation of his 
circulation figures and he has tried to 


secure reinstatement under the postal 
laws, but failed. He is now delivering 
papers to outlying towns by truck and 
express, 


The indictment charges that Willhite in 
securing second class rates represented 
that his papers were bona fide and of 
general circulation and that they were 
not an advertising scheme; the persons 
listed as subscribers had paid; no one had 
purchased subscriptions in block and 
given him a list of names to whom the 
papers were to be sent. 

The government charges 
scriptions were not paid, 


that the sub- 
that persons 


other than those receiving the paper in 
some cases paid for block subscriptions, 


that the entire scheme was an advertising 
proposition and that the circulation was 
generally free of charge. 

Willhite two years ago opened offices 
in Springfield and printing papers in 
Chatham, a few miles from Springfield, 
distributed them as local papers in Diver- 
non, Auburn, Riverton, Rochester, Wil- 
liamsville, Illiopolis, Pawnee and New 
3erlin. The inside news on all papers 
were identical with a different front page 
for each town. 

Complaint against Willhite was first 
made by the Central Illinois Press As- 
sociation and was referred to Washing- 
ton. 

It is alleged that Springfield stores pro- 
vided much of Willhite’s “circulation,” 
various stores advertising in the papers 
paying for so many subscriptions and 
providing Willhite with the names. In 
this connection it is claimed that many 
of the papers sent through the mails prior 
to the time Willhite’s privileges were re- 
voked, were taken from postoffice boxes 
by recipients and thrown on the floor. 

His circulation lists, it is alleged in 
the indictment, were taken from tax lists 
and telephone directories which he used 
in send out free copies. 

Willhite, by publishing the different pa- 
pers, gave Springfield merchants a joint 
advertising rate which, however, when 
figured on a basis of number of papers 
printed was really higher than that of 
Springfield papers. 

The fight between Willhite and Sanga- 
mon county country publishers has been 
bitter since Willhite launched his scheme 
two years ago. 


WEEKLIES DOMINATE IOWA LIST 


Several Dailies Associated in New 


Magazine Section 


Watertoo, Ia., July 10—Newspapers 
which are co-operating in the Associated 
Publishers of lowa in the publication of 
a bi-weekly magazine, as noted in Epitor 
& PuptisHeEr of July &, include to date: 


Adel Record, Albia Republican, Allison 
Tribune, Alton Democrat, Ames Evening 
Tribune, Anamosa Journal. Audubon Advocate. 


3edford Free Press, Bloomfield Republican 
and Democrat. 

Cedar Falls Evening Record, 
Press, Corning Union-Republican, Chariton 
Leader, Correctionville News, Corydon Times- 
Republican, Creston Evening Advertiser. 

Decorah Public Opinion, 

Eagle Grove Times-Gazette, Eldora Ledger, 
Elkader Register, Emmetsburg Democrat, 
Esterville Enterprise, 

Fairfield Evening Ledger-Journal, Forest 
City Summit, Fort Madison Evening Democrat, 
Fort Madison Weekly Democrat. 

Garner Signal, Greenfield Free Press, 
nel Register, Grundy Center 


Corning Free 


Grin- 


Republican, 





Guthrie Center Guthrian, 
Harlan Republican, Humboldt Independen 
Ida Grove Pioneer, Indianola Herald. 
Knoxville Journal. 


Lamoni Chronicle, Logan Observer. 

Malvern Leader, Manchester Press, Ma 
quoketa_ Excelsior-Record. 

New Hampton Tribune, Northwood Anchor. 

Onawa_ Sentinel, Osage News, Osceoia 
Tribune, Oskaloosa Times-Globe. 

Pocohontas Democrat. 

Rock Rapids Review, Rockwell City A 
vocate. 

Sac City Bulletin, Sheldon Mail, Shenandoa 
World, Sibley Tribune, Sidney Argus, S 
gourney News. 

Traer Clipper. 

Vinton Eagle 

Wapello Tribune, Washington Democrat, 


Waukon Standard, Waverly Independent R« 
publican, West Union Fayette County Union, 
Williamsburg Journal-Tribune, Winterset News. 

With the exception noted above, these 
newspapers issue tri-weekly, semi-weekly 
or weekly. It is stated that additions 
are being made. 





TEACH NEWSPAPER READING 


Course in Public Schools Urged Upon 


Educators’ Convention 


Courses in newspaper reading in the 
public schools of the country was advo- 
cated by O. S. Rice, supervisor of school 
libraries in Madison, Wis., in an address 
made before the National Education As: 
sociation convention in Boston, last week 

He asserts that by training young peo- 
ple to read the papers intelligently and 
with discrimination, “much will be done 
to increase the good results of news- 
paper reading to a maximum.” It is his 
contention that the courses should not be 
perfunctory, but should analyze all fea- 
tures of the newspapers studied, not in 
a technical, but in a general sense. 


Strikes Hold Up Tribune Boats 


Strikes have delayed the work on the 
two new Chicago Tribune boats being 
built at Newcastle-on-Tyne, England. 
The boats are called the Chicago Trib- 
une and the Daily News. They will be 
used for transporting pulp wood from 
the timber lands to the paper mill at 
Thorold. Late in May the Chicago Trib- 
une was launched. Both ships are being 
built with the special requirements for 
service in the Great Lakes and the canals. 
John Steele, London correspondent, in- 
tended sailing to America with his fam- 
ily on the maiden trip of the Chicago 
Tribune, but the delay made the sailing 
date so uncertain that he decided not to 
wait. 





Capper’s Birthday Kids’ Delight 


Topeka, July 13.—Tomorrow is the 
birthday anniversary of Senator Arthur 
Capper, publisher of the Topeka Daily 
Capital and a half-dozen other papers and 
farm magazines, and as is his custom he 
will give a birthday party to the boys 
and girls of Topeka, Shawnee county 
and in fact the entire state of Kansas. 
No boy or girl under 16 in the state is 
barred, and everything is free. Garfield 
Park, a local pleasure spot, is the scene 
of the party which is the fourteenth Mr. 
Capper has given. Free transportation is 
furnished the youngsters and every pre- 
caution, even to establishment of a tem- 
porary hospital, taken to prevent in- 
jury or sickness. 


is 


New K. C. Deuid Post Specials 


The Kansas City Journal and the Kan- 
sas City Post have appointed Verree & 
Conklin, Inc., as their representatives in 
the west and Lorenzen & Thompson, 
Inc., as their eastern representatives. 
These firms will also represent the Kan- 
sas City Post-Journal, the Sunday edi- 
tion of the other two papers. 


Keokuk Paper Names Watson 


M. C. Watson, Inc., New York pub- 
lishers’ representative, has been appoint- 
ed to represent the Keokuk (Ia.) Gate 
City. 


To Represent Senet Evening Post 


The S. C. Beckwith Special Agency. 
New York, has been appointed national 
representative for the Houston (Tex.) 
Evening Post. 
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NEW ENGLAND 














MASSACHUSETTS—Population, 


Circu- 

lation 

"Attleboro Sun .......... (E) 4,968 
*Boston Sunday Advertiser(S) 416,358 
Boston Globe ......... (M&E) 284,724 

GE se vacicaccced (S) 322,907 

Baste Pest cc cccccccece. (M) 380,796 

I FORE icc des casceces (S) 401,797 

Boston Telegram ........ (E) 145,113 

Boston Transcript ...... (E) 38,443 

*Fall River Herald....... (E) 12,905 
"Fitchburg Sentinel ..... (E) 10,739 
*Haverhill Gazette ....... (E) 15,425 
es Bo anducsacacsas (E) 16,273 


*Lynn Telegram News.(E&S) 16,886 
Lowell Courier-Citizen 
and Evening Leader(M&E) 20,419 


*New Bedford Standard-Mer- 
GUM. cccdtsccivescecss (M&E) 30,659 


*New Bedford Sunday ——- 


24,853 
Pittsfield Eagle .......... (E) 15,845 
"“Selem: News ........0000- (E) 28,023 


“Worcester Telegram-Gazette 
(M&E) 74,394 
“Worcester Sunday Telegram 
(S) 42,741 


SeRReEREBE 


bk 88 4 & 


MAINE—Population, 768,014 


Bangor Daily Commercial(E) 14,469 
*Portland Press Herald (M&S) 19,291 
*Portland Express ........ (E) 25,424 
“Portland Telegram ...... (Ss) 25,966 


S588 


NEW HAMPSHIRE—Population, 443,683 


Keene Sentinel .......... (E) 3,312 


Manchester Union-Leader 
(M&E) 28,649 


03 


10 


RHODE ISLAND—Population 604,397 


Newport Daily News....(E) 6,171 


Pawtucket Times ........ (E) 24,063 
Pawtuxet Valley Daily Times 
(Arete) .ccccccccecccees (E) 2,475 
*Providence Bulletin ..... (E) 59,767 
Providence Journal ..... (M) 30,662 
*Providence Journal ...... (S) 54,629 
*Providence Tribune ..... (E) 22,501 
*Woonsocket Call ......... (E) 13,024 
VERMONT—Population, 352,428 
*Barre Times .........--. (E) 6,644 
Brattleboro Daily Reformer. 
(E) 3,016 


Burlington Daily News...(E) 7,001 
*Burlington Free Press..(M) 11,108 
St. lak 1, y io le 2. 

PROSEI ccc ccscccccccscas (E) 3,124 





CONNECTICUT—Population, 1,380,631 


*Bridgeport Post-Telegram 
(E&M) 43,033 


“Bridgeport Post ......... (Ss) 18,395 
*Hartford Courant ....... (D) 29,780 
*Hartford Courant .......- (S) 48,600 
*Hartford Times .......... (E) 44,077 
New Haven Register. .(E&S) 32,537 
*New London Day........ (E) 10,325 
Norwich Bulletin ....... (M) 11,629 
*Norwalk Howr ............ (E) 4,594 
“Stamford Advocate ..... (E) 8,254 


Government Statement, April 1, 1922. 
*A. B. C. Statement, April 1, 1922. 
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hundreds of thousands of vacation- 
ists from all over the land are 


touring, sight seeing, enjoying life. 


New England people, running 
true to form as to thrift and ability 
to improve every opportunity, have 
provided splendid roads, lots of 
quaint, pretty stopping places and 
resorts, and history has aided nature 
in making New England a place well 


worth visiting. 


Concentrate your selling cam- 
paign in a territory where there are 
plenty of people with plenty of 
money to spend and a money spend- 


ing spirit. 


These New England daily news- 
papers have the cooperative: spirit 
and can be of vast help to National 
Advertisers who wish to get really 
close to the choicest market in the 


country. 
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Editor & Publisher for July 15, 


MOVIE NEWS REELS NOT OF THE PRESS 
SAYS COURT, SUSTAINING CENSOR 





Constitution Does Not Privilege News, but Right to Publish 
Opinion on All Subjects, New York Appellate Judge Holds 
in Suit of Pathe to Keep Censor’s Hands Off Films 





LBANY, N. Y., July 7—Distinction 

between motion picture news reels 
and: newspapers was pointed out by Jus- 
tice Harold J. Hinman, writing the 
opinion of the Appellate Division, Third 
Department, which handed down a de- 
cision today upholding the constitution- 
ality of that part of the New York State 
moving picture censorship law, enacted in 
1921, requiring censorship of news films 
as well as dramatic prodyctions. 

The question was raised in the court 
by the submission of a controversy be- 
tween the Pathe Exchange, Inc., and the 
motion picture censorship board of which 
George H. Cobb is chairman, which had 
threatened prosecution of theatre own- 
ers showing Pathe News unless the reels 
were first passed by the commission. 

Frederic R. Coudert, representing the 
Pathe Exchange on the argument, con- 
tended that the reels are photographs of 
transpiring events and not a portrayal of 
imaginary scenes by actors staged for 
the purpose of making pictures and are 
no different than newspapers publishing 


news, except that they are shown in 
photographic form rather than printed 
words. 


He urged that such films are entitled 
to the privileges of the freedom of the 
press in the same manner as newspapers 
and that the law requiring censorship 
violates this constitutional guaranty. The 
incident that brought on the controversy 
was the showing of a girl in a scanty 
bathing suit at the Atlantic City bathing 
beach, which the commission insisted was 
jmmoral and should be deleted. 

The commission, represented by At- 
torney General Charles D. Newton, based 
the right of the commission to censor 
news reels on the police power of the 
state in the regulation of public exhibi- 
tions. 

Justice Harold J. Hinman, writing the 
opinion of the court, said: 

“If this act constitutes a valid exer- 
cise of the police power for the preser- 
vation of the morals or welfare of the 
community, it does not operate to deprive 
the plaintiff of property without due 
process of law. Unless the bi-weekly 
motion picture news reel is in the same 
category as a newspaper and the liberty 
of the press would protect newspapers 
from such restraint as is here sought to 
be exercised, there would be no denial 
of the equal protection of the laws. 

“To determine whether these two are 
in the same legal category, we must in- 
quire whether they are in the same prac- 
tical category; whether there is a proper 
and justifiable distinction between them, 
considering the character, extent and 
purpose of the law; whether there is such 
a difference in the situation and circum- 
stances of the two as suggests the neces- 
sity or propriety of the distinction made; 
whether the character of business of the 
one lies at the root of the evil aimed at, 
as distinguished from the business of the 
other, in short whether this moving pic- 
ture business in that phase of it which is 
sought to be restrained by this legislation 
is a part of the press of the country or 
an organ of public opinion within the 
meaning of the constitution. 

“We cannot say that the moving pic- 
ture is not a medium of thought, but it 
is clearly something more than a news- 
paper, periodical or book and clearly 
distinguishable in character. It is a 

spectacle or show, rather than a medium 
of opinion and the latter quality is a mere 
incident to the former quality. It cre- 
ates and purveys a mental atmosphere 
which is absorbed by the viewer with- 
out conscious mental effort. It requires 
neither literacy nor interpreter to under- 
stand it. Those who witness the spectacle 
are taken out of bondage to the letter 
and the spoken word. The author and 
the speaker are replaced by the actor of 
the show and of the spectacle. 

“The newspaper offers no~ particular 


attraction to the child and much that is 
contained in it that might be harmful to 
the child is not understood = it for lack 
of literacy or imagination. But the mov- 
ing picture attracts the attention so lack- 
ing and carries its own interpretation. It 
reproduces the life of the world as it in 
fact exists and as it is portrayed in fic- 
tion, the evil as well as the good. Its 
value as an educator for good is only 
equaled by its danger as an instructor 
in evil. Current events may be revealed 
in all their nakedness, where the pictorial 
drama may illustrate the experience of 
mankind, the good and the bad, where 
character may be shaped most readily 
the one way or the other according to the 
sentiment conveyed, Nothing is left to 
the imagination as with the printed page. 
“Expression of thought does not char- 
acterize its essential quality. Its charac- 
teristic feature is that it is a ‘spectacle’ 
and it is because it is a spectacle or show 
that spectators are attracted to see with 
their eyes the thing already published in 
the press. The purveyance of thought 
and instruction is just as incidental to 
the ‘show,’ in principal, as it is with the 
circus or any theatrical performance. It 
is the fact that it is in each case the 
performance of an actor which charac- 
terizes the thing done and that ‘acting’ is 
the essential quality of the business. 
“Moreover, it is not the news that is 
the essential thing privileged by the Con- 
stitution. It is freedom of expression 
of thought, involving conscious mental 
effort, not mere action. It is the right 
to ‘publish’ one’s sentiments on all sub- 
jects to which the Constitution expressly 
refers. It is the show or spectacle which 
is aimed at by the statute and is cer- 
tainly not an essential incident to the 
conduct of the press. It is a thing sepa- 
rate and apart from it. We do not think 
that the bi-weekly motion picture news 
reel, so far as it becomes a part of such 
show or spectacle in a public place of 
amusement, is a part of the press of the 
country. It is, therefore, subject to the 
regulation of the act in question.” 





Motor Bus for Dallas News 


The circulation department of the 
Dallas Morning News has inaugurated a 
motor bus line to effect earlier delivery 
of papers to Mineral Wells and inter- 
mediate points. Under the new system, 
the city edition of the News is delivered 
to these points by 6 a. m. The motor 
bus leaves Dallas at 2.30 a. m. and is 
known as the Dallas News Special. 


Comes for News Visitors 
Daily tours of inspection of the De- 
troit News building, will henceforth be 
marked by a concert program given by 
th News orchestra. 





BALTIMORE SUN 


Average Net Paid Circulation in 
May, 1922 
Daily (Morning and Evening) 
232,575 
Sunday, 159,865 


Which when compared to May, 
1921, shows 


AN INCREASE OF 
14,892 Daily 
8,595 Sunday 


Everything in Baltimore Revolves 


Around 
THE <agiiige SUN 
Morning Evening Sunday 
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ANOTHER NORTHWIiST TOUR 


Canada Invites Midd!e West Editors on 
21-Day Trip 


Middle Western newspaper editors and 
publishers have been offered an outing 
and tour through Northwestern Canada 
as the guests of the Canadian Govern- 
ment. The invitation was originally ex- 
tended to the South Dakcta Press 
Association through George Schlosser, of 
W essington Springs, S. D., correspond- 
ing secretary of the National Editorial 
Association, who undertook to organize a 
party from the wider territory. 

Homeseeker’s fares are in effect on 
August 15 from points East of the Mis- 
souri Roxer to Noyes, near the Minne- 
sota-Canadian border, giving round-trip 
transportation for one fare plus $2 and 
$6 a day for living and sleeping accom- 
modations. From Noyes the Canadian 
Government takes charge of the party 
and transports it on a special train free 
the only expense being $6.25 for sleeper 
and meals. The itinerary has not yet 
ne age announced, but the trip will cover 
< days. 


TORONTO PAPER ADDS SPACE 
Telegram Building Fifth Story to House 
Mechanical Plant and Club 


Toronto.—Work has commenced on 
enlargement of the Toronto Evening Tel- 
egram building at Bay and Melinda 
streets, by addition of a fifth story, pro- 
viding about 9,160 square feet additional 
floor space. The extension is being made 
primarily to afford needed accommodation 
for mechanical departments, including 


——_—_——— 





composing, stereotyping and engraving 
rooms, but will enable other departments 
to spread out as well. Space will also be 
made available for employes’ club which 
has had to go outside for quarters. Con- 
struction will be rushed and the addition 
should be completed by October 1. A 
new sextuple press is also on order and 
will be installed by October, giving the 
Telegram four presses at its downtown 
plant and one at its Dupont street branch 
plant. 


Large Paper Mill Likely 


Chicago and Kansas City newspapers 
are reported to be behind the newly in- 
corporated Wigwam Pulp & Paper Com- 
pany, which will probably be established 
at Elko, B. C., this year. The capital 
of the company is at present $5,000,000. 
Cruisers have been examining the terri- 
tory for the proposed development of the 
Wigwam concern and, if a thirty years’ 
supply of pulpwood is available, a big 
plant will be constructed almost immedi- 
ately, according to C. D. McNab, of 
Waldo, B. C. It is stated that bonds to 
the extent of nearly $4,000,000 have 
already been underwritten for the erec- 
tion of the plant. 


Roanoke Weekly Incorporates 


The Journal Printing & Publishing 
Company of Roanoke, Va., was incor- 
porated this week with maximum capital 
of $10,000 and minimum of $1,000. The 
company publishes a weekly newspaper 
in Roanoke. Listed as _ incorporators 
were W. Ryland Martin, president; S. 
C. Weaver, secretary; and Dr. J. Harry 
Martin, all of Roanoke. 
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k of space this chart shows the first © months 
Were the curves for 1920 and 1921 
continued they would show a marked downward trend. 


VERY indication shows that Detroit is ex- 
periencing a prosperity that is unrivaled in 
Practically every automo- 
tive plant is working full time or overtime. 
Ford Motor Company reached the highest pro- 


But better than all indications is the report 
of the Employers’ Association of Detroit, which 
for the last week in June showed that its re- 
porting member firms, two-thirds of all Detroit 
employers, employed 180,971 men, or practi- 
cally as many as were employed before the in- 
dustrial depression occurred in 1920. 

A study of the chart will show how steadily 
Detroit’s employment figures have risen. 
troit distinctly offers advertisers a great op- 
portunity through the paper that reaches 90% 
of all homes in Detroit and vicinity, 
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More than 63% of Ohio’s Population 








Circula- 2,500 10,000 
tion lines lines 
*Akron Beacon Journal ........ (E) 35,904 .085 .085 
TE SE 2G ac swewes ace ou (E) 19,518 .06 .06 
*Akron Sunday Times .......... (S) 21,952 .07 .07 
*Athens Messenger ............ (E) 9,775 -03 .03 
Bellefontaine Examiner ........ (E) 4,407 0179 .0179 
Cincinnati Enquirer ........ (M&S) 73,120 .17-.35 .17-.35 
Cleveland Plain Dealer ........ (M) 181,185 .32 .38 


Cleveland Plain Dealer ......... (S) 221,084 .37 .43 
Columbus Dispatch ........... (E) 72,317 -15 14 
Columbus Dispatch ............ (S) 74,654 -15 14 
Conneaut News Herald ........ (E) 3,094 .017 .0179 
Dover Daily Reporter .......... (E) 4,410 .02 .02 
*Hamilton Daily News .......... (E) 8,143 .04 .04 
Ironton Irontonian ........... (M) 3,150 .0179 .0179 
eT eer. (E) 2,400 .014 .014 
*Lima News and Times-Democ’t (E&S) 16,083 .07 .05 
*Lima Republican-Gazette ..... (M&S) 10,270 .035 .035 
of ee ere (E) 6,160 .025 .025 
Middletown Journal ........... (E) 5,037 .025 .025 
Newark American-Tribune ..... (E) 6,573 .025 .025 
Piqua Call and Press-Dispatch. .. . (E) 6,039 .025 .025 


Portsmouth Sun and Times...(M&E) 16,286 .06 .06 
10,059 .04 .04 


95,683 .25 .23 


Portsmouth Sun-Times 


*Toledo Blade 


cee ere (E) 1,092 011 011 
Warren Daily Chronicle ...... (E) 6,405 .025 .025 
*Youngstown Vindicator .... .. (E) 24,063 .07 .07 
*Youngstown Vindicator ........ (S) 25,220 .07 .07 


Government Statement, April 1, 1922. 





resides in cities and towns connected 
by railway and trolley systems which 
eliminates the common difficulties 
attending the transportation of all 


classes of merchandise. 


Therefore the problem of getting the 
products of your factory to jobbers 


and dealers is effectively solved. 


The success of any business enterprise 
is dependent upon publicity, but that 
publicity, to be economically effective, 
must first cover a territory showing a 
high purchasing power and second be 
carried by a medium which has a 
LOCAL appeal and LOCAL confi- 
dence. “Ohio answers the First” as to 
territory and the daily newspapers 


listed below answer the second 


requirement. 








*A. B. C. Publisher’s Statement, April 1, 1922 
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Editor 


EVEN THE “BORN” WANT AD SALESMEN 
IMPROVE WITH EDUCATION 





Experienced Men Sometimes Fail Because They Argue by Their 
Own Opinions, Rather Than by Facts About Their Paper 
—QOne Paper Has Elaborate Course in Training 





By C. L. PERKINS 


Executive Secretary Associatior 
OME one has said that salesmen are 
“’ born, not made. If that is true, 
most classified advertising managers, to 
say nothing of other sales directors, are 
poor employment managers, inasmuch as 
many of the so-called salesmen are not 
real salesmen. 

Recently an acquaintance told the 
writer that he had a farm for sale and 
placed a want ad in one newspaper with- 


out any results. A salesman from a 
competing publication called but did not 
secure the advertisement, because he 


merely affirmed that he had.a good me- 
dium that was producing results. The 
advertiser said that not one logical rea- 
son was given why he should use the 
second paper. He wanted to sell his 
farm—would gladly have advertised— 
but the mere statement of a salesman he 
had never seen before to the effect that 
he should advertise did not make him 
do So. 

The writer then sent a salesman to 
call on the farm owner with instructions 
to make a sale by presenting the follow- 
ing facts in a brief logical order: 

1. Size of circulation. 

2. Character of circulation. 

3. Responsiveness of circulation. 

These three points were developed 
without the salesman’s stating an opinion 
of his own. 

On introducing himself and explaining 
that he wanted five minutes to explain a 
way that might sell the farm, he gave 
the paper’s circulation and proved it by 
the latest audited figures. He next pro- 
duced a copy of the paper and by point- 
ing out the type of news and features 
printed, pictured the character of the pa- 
per’s readers, emphasizing their proba- 
bility as farm buyers. His third step 
was accomplished by showing samples of 
promotion his paper was using to create 
reader interest in want ads and a number 
of testimonials. 

As a result the salesman was offered 
copy without asking for it and merely 
because of expressing his own prejudiced 
opinions, he had stated and proved three 
facts about his paper. 

The difference between the first and 
the second attempts to sell this adver- 
tiser was that the second salesman had 
been educated in what to say. 

Education—that’s the keynote of suc- 
cessful want-ad selling, rather than hiring 
born salesmen. 

Most want-ad sales staffs, even though 
the members are experienced, are ignor- 
ant of fundamental reasons why adver- 
tisers should use their publication and 
still more ignorant of the proper ways 
of presenting these facts. sy 

The writer has recently been solicited 
by several salesmen endeavoring to sell 
display space in various mediums. 

Only one out of the more than a dozen 
was a real salesman and not once did he 
ask me to buy space. His proposition 
was purchased, but not that of the others 
who merely begged space because they 
wanted it or because they admitted they 
had good mediums. 

Display advertising salesmen are sup- 
posed to have more ability than classified 
salesmen, although there is no reason 
for this, as it is just as difficult to sell 
classified as display. However, display 
managers do employ more experienced 
men than their fellow workers, the classi- 
fied managers. So if only one of twelve 
display men can give a good logical sales 
talk, what is the ratio among classified 
salesmen? 

The average classified manager would 
no doubt be tempted to discharge his 
whole staff if he could have a verbatim 
report of all the solicitations made by 
his men on any one day. 

But why fire the staff? In many cases 
the fault is that of the classified manager. 


f Newspaper 


Classified Advertising Managers 
A new man is employed—a clean-cut in- 
telligent young man without sales or 
newspaper experience. * For half an hour 
he is coached, then given some leads, a 
territory, and turned out to sell. 

Would you have much confidence in a 
doctor whose schooling had been limited 
to a week? Would you take advice from 
a lawyer whose knowledge had been 
gained by a casual reading of a couple 
of law books? No. 

Then why expect advertisers to have 
confidence in and buy from an advertising 
salesman whose knowledge of his busi- 
ness—a business which is as much an art 
or profession as anything else—has been 
gained by a few minutes’ coaching. The 
mort successful sales managers are find- 
ing it profitable to thoroughly train their 
salesmen. This applies not only to new 
members of the staff but to the older 
ones. 

One classified manager with an above- 
the-average staff keeps new men in the 
office for a week before even allowing 
them to make a call. During this time 
they are required to take a course in the 
general principles of salesmanship, study 
ing, learn the history of the paper they 
are going to sell, get an understanding 
the application of these to want-ad sell- 
of its policies and accomplishments, visit 
every department with an instructor to 
learn the mechanics of newspaper pro- 
duction, including business office routine. 
news-gathering, and the intricacies of 
composing room, press room, and the 
methods of the circulation department. 

They are given an answer to every ob- 
jection to the paper ever raised by ad- 
vertisers. During their course of in- 
struction they talk with all the depart- 
ment heads, the publisher and the busi- 
ness manager and each day they are 
xiven a written examination covering the 
facts learned during that day. These 
written examinations must come up to 
a certain standard or the lessons be gone 
over again. The second week the men 
accompany older and more experienced 
salesmen in their territory. At the end 
of this time they are required to make 
several demonstration sales with the 
classified manager acting as a prospect 

The result of all this is a very pro- 
ductive staff with a minimum labor turn- 
over. Perhaps all papers cannot conduct 





WANT ADS HARDEN VISAGE OF 
E. A. BURROUGHS 














E A. BURROUGHS, classified ad- 

e vertising manager of the Camden 
(N. J.) Daily Courier, isn’t as hard as 
he looks in the 
photograph re- 
produced at the 
left—he says he 
got that touch 
expression hunt- 
ing the “elusive 
want ad.” Fur- 
ther, deponent 
saith: 

“IT started my 
newspaper ‘ca- 
reer’ at the ten- 
der age of about 
10 years selling 
the Chicago 
Daily News along 
the river front in 
Chicago. Graduated from that to classi- 
fied, switched to display and now am 
back to my first love—want ads. 
Worked on the Springfield (Ill.) News- 
Record and the Illinois State Register, 
also the East St. Louis (Ill.) Daily 
Journal before coming to my present 
post with the Camden Courier. 


E. A. Burroucus 


& Publisher 





for 15, 1933 


July 


such elaborate training schools, but most 
papers can do more to make both new 
and old men better, more intelligent sales- 
men, and in the degree that they do this, 
want-ad lineage will increase. 


IDEAS BEST INVESTMENT 





Mullally Tells N. Y. Times Staff How to 
Sell Advertising 


A mind constantly trained to yield 
practical working ideas is the safest in- 
vestment of a business man, William T. 
Mullally, the New York advertising 
igent, told members of the New York 
Times advertising staff at a meeting a 
few days ago. The Bible, he said, has 
held the world’s attention for 1,900 years 
and accomplishes what every salesman 
seeks to do—tell its story and hold in- 
terest. It does not argue, he pointed out, 
nor does it devote pages to description of 
Heaven and the Creator, but its message 
is one of help to human beings in their 
difficulties. 

He advised the solicitors to enter a 
prospect’s office not with the idea of sell- 
ing New York Times space alone, but of 
leaving the man a thought that he could 
give wide publicity to through the Times’ 
columns. 

“I would advise each one of you,” he 
said, “to carry a card with him marked 
as follows: 

“Approach— 

“Got attention— 

“Got interested in proposition— 

“Got chance to close 

“Secured order— 

“Tf this card was checked up after each 
interview, you would soon find your 
weakest point in selling. Onte that has 


been discovered, it would not be difficult 
to strengthen it. 

“Somewhere or other, | read these ten 
rules for salesmen: 

“1. Be agreeable. 

“2. Kfliow your goods, 

“3. Do not argue. 

“4. Make things plain. 

“5. Tell the truth. 

“6. Be dependable. 

“7. Remember names and faces. 

“8. Do not be egotistical. 

“9. Think success. 

“10. Be human. 

“T need not tell New York Times men 
that these principles are good ones.” 


Tribune History in Windows 

The new display windows of the Chi- 
cago Tribune at Dearborn and Madison 
streets are attracting unusual attention 
now. They have been turned over to a 
new system of advertising the newspa- 
per’s departments and features. Each 
day, thousands stop to appreciate the 
“Fifty Years Ago Today” and other fea- 
tures that now are a part of the paper. 





Buffalo Papers Sell Beach Lots 


The Buffalo Courier and Enquirer are 
selling lots at a new beach subdivision 
on the south shore of Lake Erie about 
20 miles from Buffalo. The lots sell for 
$57.50, which may be paid in small 
monthly installments, and a six months’ 
subscription to the Conners papers. 





Frederick Leader Now Weekly 


The Frederick (Okla.) Leader, which 
for some time has been issued as a daily, 
has changed to a weekly publication. 















In Boston 
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DEATH STRIKES EDWARD W. BARRETT 
AT HEIGHT OF HIS CAREER 





Stricken While Swimming at Birmingham Club—Would Have 
Celebrated 25th Anniversary as Owner and Editor of Age- 
Herald on August 1—Over 30 Years a Newspaper Man 





(By Telegraph to Epitor & PuBLisHer) 


IRMINGHAM, Ala. July 10— 
Edward W. Barrett, editor and prin- 
cipal owner of the Birmingham Age- 
Herald, who died 
suddenly Sunday 
while swimming 
at the Roebuck 
Country Club 
pool, was of the 
old school of pro- 
prietors who were 
also active edi- 
tors. 
Standing in 
shallow water, 
Mr. Barrett had 
just struck out 
for a swim when 
Fienann WT ‘es he gasped and 
ee seized the hand of 
a woman member 
of the party, whose call for assistance 
brought others, including a physician, to 
his side. He was removed from the pool 
and every effort made to resuscitate him, 
but it was found that he had expired 
almost instantly. No water whatever 
was found in his lungs, and physicians 
and the coroner pronounced death due 
to a heart attack. 


Less than an hour before his death, 
Mr. Barrett had called the Age-Herald 
office by telephone and dictated a number 
of telegrams. Earlier in the week he 
had complained of not feeling well, but 
his condition was not considered serious 
either by himself or members of his fam- 
ily. During Sunday afternoon he, with 
Mrs. Barrett, had accepted an invitation 
to a dinner party, and there was no sign 
of illness evident during Sunday after- 
noon or evening. 


Surviving Mr, Barrett are his widow 
and three children, Miss Jane Barrett, 
Miss Kitty Barrett and Edward W. Bar- 
rett, Jr. He has a brother, Thomas Bar- 
rett, in Augusta, Ga. 


Had Mr. Barrett lived until August 1, 
he would have celebrated his silver jubi- 
lee as editor of the Age-Herald, having 
assumed that place August 1, 1897, when 
he came to Birmingham and purchased 
practically all the stock of the newspaper. 

He was born in Athens, Ga., Sept. 4, 
1866, receiving his early schooling in 
Richmond Academy, Augusta, and took 
a civil engineering course later at Wash- 
ington & Lee University. His first news- 
paper training was on the Augusta 
Chronicle, where he first learned the 
mechanical end and later was telegraph 
editor and city editor. 


In 1888, Henry W. Grady, editor of 
the Atlanta Constitution, appointed 
young Barrett Washington correspondent 
for the Constitution, which place he held 
for nine years. While in Washington he 
became correspondent for a number of 
other nationally known newspapers in ad- 
dition to carrying on his work for the 
Constitution. In 1895 he was sent to 
Japan and China to cover the close of the 
Chino-Japanese war for the Constitu- 
tion and the New York World. 

It was in 1897 that he came to Bir- 
mingham and purchased practically all 
the stock of the Age-Herald, and has 
been the active head of that newspaper 
ever since. 

While never holding a political office 
for profit, Mr. Barrett always took a 
keen interest in politics because of its 
influence upon the public welfare. While 
he lived in Washington he served as 
political secretary to Charles F. Crisp, of 
Georgia, Democratic Speaker of the 
House of Representatives from 1891 to 
1895. He was delegate from Georgia to 
the Democratic National Convention in 
1892, and served as delegate to the Demo- 
cratic National Convention from Ala- 
bama in 1900, 1904, 1908, 1912 and 1916. 
He attended the 1920 convention in San 





Francisco as the representative of 
own newspaper. 

On June 15, 1921, Mr. Barrett was 
elected Alabama’s member of the Na- 
tional Democratic Executive Committee 
and a few days later was appointed by 
Chairman George White as a member 
of the executive committee of the national 
body. 

Mr. Barrett was a member of Phi 
Beta Kappa, Washington and Lee Chap- 
ter; Alpha Tau Omega fraternity and of 
the Southern, Country, Roebuck, Elks, 
Rotary and other clubs of Birmingham. 
He was also a member of the Gridiron 
Club. 

Preparations were being made secretly 
to surprise Mr. Barrett by unveiling a 
tablet erected by members of all depart 
ments of the Age-Herald, in honor of 
the twenty-fifth anniversary of his owner- 
ship of the newspaper on August 1. 


his 





S. N. P. A. MOURNS BARRETT 


He Was a Charter Member and Was 
Active in Its Affairs 

(By Telegraph to Epiror & PueBLisuer) 

ASHEVILLE, N. C., July 10—At the 
first day’s sessions of the Southern News- 
paper Publishers’ Association, of which 
Mr. Barrett was a charter member, reso- 
lutions were drawn up in memory of 
Edward Ware Barrett, publisher of the 
Birmingham Age-Herald, who died sud- 
denly Sunday. They were presented by 
a special ‘committee of which Frederick I. 
Thompson of the Mobile Register and 
Item was chairman and were unanimous- 
ly adopted. 

Mr. Thompson voiced the sentiment of 
the membership of the association on the 
passing of Mr. Barrett in the following 
resolution which was adopted by a stand- 
ing vote and followed by a minute of 
silent prayer: 

“Wuereas, The Southern Newspaper Pub- 
lishers’ Association in convention assembled 
has learned with great sorrow of the death of 
Edward Barrett, editor and proprietor of the 
Birmingham Age-Herald and a beloved mem- 
ber of this association and, 

Wuereas, His passing removes from the 
field of journalism in the South and the Na 
tion one of its most conspicuous and distin 
guished members whose journalistic efforts 
have always reflected his purpose to serve his 
state, his section and his country. Be it 

Resotvep, That this Association adjourn its 
proceedin for a rising expression of sorrow 
and tribute to his memory and for the adop- 
tion of thjs resolution, and be it further 

Resotvep, That a copy of this resolution be 
telegraphed to Mrs. Barrett and that a copy be 
suitably engrossed and presented to her.” 

Pathos was given to the announcement 
of Mr. Barrett’s death to the meeting 
when, shortly after the announcement, 
Harry C. Adler of the Chattanooga 
Times received a telegram from Mr. 
Barrett regretting his inability to be 
present at the convention because of a 
pressing business matter, and wishing the 
meeting success. 


CHARLES R. SUTPHEN DEAD 


Treasurer and Business Manager of 
Pittsburgh Dispatch 


Charles R. Sutphens, treasurer and 
business manager of the Pittsburgh Dis- 
patch, died suddenly the morning of July 
10 after an illness of a few minutes while 
he was being taken to the Allegheny Gen- 
eral Hospital. 

Mr. Sutphen was the son of James Z. 
and Mary Sutphen and was born in Fair- 
field County, Va.; November 6, 1863. His 
father’s ancestors were from Holland 
and his mother’s family were Virginians. 
When Mr. Sutphen was quite young his 
family moved to Carey, Ohio, where he 
received his education in the public 
schools and high school. 

He learned telegraphy at the home 
railroad office and became a railroad 
telegrapher, which employment he re- 


head of the 


signed in 1888 to take a position in the 
treasury department of the Pennsylvania 
Lines West of Pittsburgh. 

In 1890 Mr. 


Obituary 


ps, aged 56, Texas 


man, died at Ogden, Tex., 
Mr. Fields was formerly of 
Texarkana Daily Texarkanian and 
later employed on other daily papers in 
y. For the last year he had | 
editor and publisher of the Dekalb (Tex 


Wiis ( BAKER, aged 33, for 
art department of the 
Diego (Cal.) Union and Tribun 
died in that city July 2 


BENJAMIN A. ENLOoge, aged 


Sutphen became financial 
editor of the Pittsburgh Times, then con- 
by the late C. L. Magee. 
remained in this position and in that of 
ic editor until 1904, when he be- 
advertising manager of the 

In 1905 he was made manager of 
business department and in 
elected treasurer and director, the 
i which he held at the time « 


1907 


19 


former editor of the Nashville Sun and 
the Louisville Dispatch, died in Nash- 
ville, July 8. He was chairman of the 
Tennessee Railroad and Public Utilities 
Commission and a former member of 
Congress 


Hans Scuuster, aged 50, for 23 years 
connected with St. Louis newspapers and 
for the last three years an advertising 
representative of the Globe-Democrat, 
died recently 

Tuomas H. Kuivpurt New York 
financial advertising agent, shot and killed 
himself at his home July 7. No re } 
could be found for his act 

Wittiam B. FLANAGAN, ag r 


the last 10 years advertising cler] 
Bellingham (Wash.) Publishing 
pany, and for 17 years an 
that company, was drowned in H 
Pass on July 4 





Hartan H. Jounson, aged 47, for 13 
years managing editor of the Ann Arbor 
(Mich.) Times-News, died recently after 
an illness of five months 


Mrs. L. E. Brapiey, wife of the fo 
mer general manager of the St. Louis 
Star, died recently in Colorado, after an 
illness of several ye ars Burial was i 
St. Louis. His wife’s illness led Mr 
Bradley to resign from the Star about 


18 months ag 
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No Make-Shifts 
No Evasions 


Every part of the Linotype 
is there because the ma- 
chine is better for it and 
every part fits into the big 
scheme of simple operation 
The illustration shows the operator 
of a Model 9 Linotyre shifting 
magazines. Multiple distribution 
gives him instant command 


of as many as eight differ- 
ent faces. 
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ENGLISH COUNTRY WEEKLY WON 


WITH AMERICAN SERVICE 





One of Very Few British Newspaper to Aid Advertisers is Built 
Into a Substantial Newspaper Property in Eight 
Years—It Was a One-Man Job 





By HERBERT C. RIDOUT 


London 


Editcr, 


N Great Britain there is an almost 

absolute lack of newspaper service 
to advertisers such as is so general with 
American pub- 
lishers. In the 
case of our na- 
tional dailies, with 
perhaps one or 
two exceptions, 
no such service 
exists, and in 
those exceptions 
it is mainly con- 
fined to ideas, 
copy-writing and 
designs. The fur- 
nishing of data 
and statistics re- 
lating to markets 
and their potenti- 
alities is unknown 
offices; where these 





in our 
are required they are a from ad- 


newspaper 


vertising agents. Even in the case of our 
great provincial newspapers, where one 
would imagine, from the fact that they, 
in serving definite communities and com- 
paratively circumscribed territories, are 
more nearly parallel with American 
newspapers, there is no such thing as a 
merchandising service. Conditions, ad- 
mittedly, are vastly different, because of 
the narrow confines of our islands con- 
trasted with the thousands of miles of 
the United States and the distance of 
different markets, but that there is not 
only need but opportunity for such serv- 
ice departments, particularly in our pro- 
vincial centers, every practical advertis- 
ing man in this country will admit. 

In fact, it has remained for one of 
our small provincial weeklies to prove 
that fact to the satisfaction of local ad- 
vertisers and its publishers. This is the 
Letchworth Citizen, the weekly paper of 
Letchworth, a small town of some five 
thousand odd population designed as a 
garden city for the working and middle 
classes and situated some thirty miles 
from London. It is not a very old town, 
for the garden city idea is of compara- 
tively recent growth, and the Citizen it- 
self is only just over fifteen years old. 

Eight years ago the Letchworth Citi- 
zen was an example of the struggling 
newspaper one so often finds in smaller 
country districts—proprietors giving as 
good a service of news as facilities per- 
mit and providing a link between resi- 
dents and the outside world at very little 
more satisfaction than arises from the 
knowledge that they are doing a useful 
work. At that time, the advertising 
columns of the Letchworth Citizen were 
painfully conspicuous by their absence. 
For two very good reasons: first, ninety 
per cent of the local traders did not be- 
lieve in advertising as a means of in- 
creasing business; second, the odd ten 
per cent, who were bold enough to try it 
out, found their efforts unrewarded by 
results and lost no time in recording the 
fact and so confirming the opinion of 
their brethren. All of which was greatly 
to the disadvantage of the Citizen’s bank- 
ing account. 

Adversity sharpens the wits; perhaps 
that is why the proprietor of the Citizen 
found himself up against a real “hunch” 
just when the prospect seemed most dis- 
tinctly thundery. Anyhow the hunch 
came, and being a sensible man he held 
on to it. Said he “Letchworth traders 
will begin to advertise just as soon as 
they realize that advertising brings re- 
sults; I’m going to find the man who will 
show them how those results are to be 
obtained.” He found the man in a young 
and earnest student of advertising, Alfred 
Robinson. 

Robinson was a real advertising man. 
He knew retail advertising from start to 
finish. What is perhaps more important, 
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he knew how to sell retailers on the idea 
of good copy, good layouts and real, 
thoroughgoing Service. The story of his 
struggles, difficulties and disappointments 
would take too long to tell. What 
measure of success he attained can best 
be made clear by a narration of what the 
Citizen does for its advertisers today, 
under Mr. Robinson’s successor, A. B. 
W. Fletcher. 

The advertising columns of the Citizen 
contain the announcements of all the prin- 
cipal retailers in its area. Its representa- 
tive visits each firm once a week and 
holds a little advertising conference with 
its principals. He helps them to form an 
aggressive, consistent policy, he gives 
them suggestions as to the space they 
should occupy in the paper and receives 
from them complete particulars of th: 
goods to be advertised. Having com- 
pleted his circuit he returns to the office, 
when the information he has received is 
sorted, written up into selling talk and 
put into shape for the printer by the lay- 
out man. 

In short, the services of an Advertising 
agency are given to every advertiser at 
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This is one example of the seasonal page that 

the Letchworth Citizen has used with great 

success in its application of American serv- 
ice methods in England. 


no cost to himself above that of the space 
he uses, and as the rate cards show, the 
rates are well within the average for 
papers of a similar status throughout the 
country. 

It follows, of course, that Citizen ad- 
vertisers get results. Care is taken that 
the advertisements prepared for them are 
of the resultful kind; and by careful ar- 
rangement every advertiser is ensured a 
position as good as that of his neighbor. 

The local conditions make it necessary, 
moreover, that this service is not simply 
confined to those branches of retailers’ 
advertising that will directly benefit the 
paper itself. The advertising man will 
give dealers any advice or help they need 
concerning the production of their cir- 
culars, form letters and other postal mat- 
ter; indeed he has actually designed and 
arranged their window displays when he 
has seen their need of such assistance. 

Developing the Service idea, the en- 
deavor has been to solve, in part at any 
rate, the problem of the retailer who 
cannot afford large space but who at 
certain seasons needs for his goods the 
prominent publicity that only space can 
supply. For his benefit the “Special 
Page” scheme was adopted. At suitable 


intervals during the year a page of the 
Citizen is devoted to a collection of ad- 
vertisements featuring one special sub- 
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ject, such as Spring Cleaning, Autumn 
Fashions, Winter Hobbies, and so on. 
The page as a whole is boldly laid out, 
headed with a snappy phrase introducing 
the subject, together with a few para- 
graphs of general selling talk to bring 
the reader’s interest into line with the 
advertisements it contains. These fea- 
ture pages have met with much success 
from time to time and have become in 
consequence very popular with local ad- 
vertisers. 

The arrangement of advertising in the 
Citizen has been commended by promi- 
nent advertising men in this country on 
account of its simplicity and fairness to 
all users of space. It may be described 
briefly as follows: 

Each page is six columns wide. Count- 
ing from the outer edge in every case, 
columns one and two are filled with d. c. 
advertisements, columns three, four and 
five contain press matter, and column 
six contains single column ads. By this 
plan each page contains equal quantities 
of advertising and news neatly and sym- 
metrically placed; every advertiser ob- 
tains a next matter position. In cases 
where an advertiser requires space across 
three columns his advertisement occupies 
the outer half of a page and the single 
column advertisements are omitted and 
placed elsewhere so that the ratio of news 
is not altered. 

All advertisers in the Citizen are 
charged at uniform rates, no special posi- 
tion being allowed. Instead, the position 
of every advertisement is changed at in- 
tervals so that the best positions, such 
as top right hand spaces, are occupied by 
each trader in turn. 

Reference has been made to the vari- 
ous offices implied by soliciting, copy- 
writing, layouts, and window-dressing, 
but it is only fair to add that in actuality 
all this is a one-man job, for in the per- 
son of the advertising manager himself, 
Mr. Fletcher combines the entire duties 
of solicitor, adviser, copy-writer, layout 
man, and window dresser day by day as 
occasion demands—a task offering breadth 
of experience that is probably unique 
among newspaper men in Great Britain, 
whatever it may be to those in the Unied 
States. 

The Letchworth Citizen is one of the 
few English papers built on service; it 

maintains and improves its position 
among advertisers by being ever on the 
alert to find and adopt new ways — 
means of serving its customers and by 
doing all in its power to ensure the maxi- 
mum results from every announcement 
that appears in its columns. And as 
such jit is a refreshing oasis in a desert 
expanse where newspaper service to ad- 
vertisers is practically unknown. 





Photo to Cut’ in Seven Minutes 


The Chicago Evening American’s 
“dark room” force developed a picture 
and had a cut made in seven minutes for 
a big news story one day last week. 


TRIBUNE PRIZE ROUSES ITALY 


Architects Want to Submit Designs for 
Newspaper Building 


That more than local interest has been 
aroused in the Chicago Tribune’s $100,- 
000 contest among architects for the 
designing of a building to be erected by 
this newspaper at Michigan and Austin 
avenues, was evidenced last week when 
Acting Italian Consul G. Dalli’ Angos 
asked for 30 copies of the contest rules 
and announcement to be sent to archi- 
tects in Italy. The request came from 
the Italian ministry of Public Educa- 
tion, which transmitted it to the Tribune 
through the Italian ambassador in Wash- 
ington. 

More than five hundred architects have 
already written for particulars regarding 
the project. The winner of the prize 
must make a design of the most beauti- 
ful building in the modern world. Only 
the south and west elevations of the 
structure and a perspective from the 
southwest are required rather than 
meticulous specifications and details of 
construction. 
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HE Hutchinson (Kan.) News cele- 
brated its 50th birthday July 4 with 
a 64-page edition. Historical data on the 
state, the city and the paper since 1872 is 
presented in interesting form, one feature 
being a reproduction in full-size of the 
four-page issue which marked the birth 
of the News. 


Nobles of the Mystic Shrine who fol- 
lowed their convention in San Francisco 
with a trip to the Hawaiian Islands re- 
ceived a warm welcome from Shriners in 
the Territory. The Star-Bulletin, of 
which Governor W. R. Farrington is 
general manager, issued a 48-page special 
number June 22, with a color section 
picturing the visitors at Hawaii’s places 
of scenery and entertainment. 


Every member of the Passaic (N. J.) 
Daily Herald staff had his or her pic- 
ture in the Herald’s recent edition ceie- 
brating its 50th annoversary. One entire 
section was given to the Herald’s activi- 
ties and another section to the city’s in- 
dustries. 


The Miami (Fla.) .Post, now a weekly, 
but planning to come out daily in the fall, 
has added a food section of four pages. 
Dealers in food are liberally patronizing 
it and a liberal quantity of original food 
copy is being carried. 


The Chicago Daily Journal got out 
a thirty-one page financial and insurance 
review section on June 30 which at- 
tracted much attention in the business 
circles of Chicago. Articles covering 





Merwin Brenton has charge of the de- practically every branch of industry 
partment. were published. 
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LAST DAY OF CONTEST 


Editor 


SEES ZENITH 


OF CROOKED PROMOTERS’ TRICKS 





Unscrupulous Campaign Directors, in Excitement of Campaign’s 
End, Can Bamboozle Contestants and Cheat 
Publisher Out of Subscription Cash 





By JOSEPH S. ROGERS 


HE last day! 


That is the most important of all 
days in newspaper circulation prize con- 
test campaigns, Last-minute turn-ins 
often decide the prize winners. 

It is only natural that contestants 
would be anxious to know just how they 
stand. If a contestant can get the con- 
test manager to tell just how many votes 
he or she needs to win a certain prize, 
he will like as not follow the contest 
manager’s advice. 

The honest contest manager will never 
even let a hint drop as to how many 
votes or how much money it will or 
would take to win any of the prizes. To 
do so he would betray the confidence of 
other contestants. 

The dishonest contest manager, how- 
ever, will tell a contestant just about 
how many votes he needs to win, for by 
so doing he will increase his earnings as 
he is working on a commission. Here is 
one trick he sometimes resorts to: 

It is customary for the contest man 
to make a ruling that all subscription 
payments in letters bearing the postmark 
of not later than 9 p. m. of the closing 
date will be counted. He tells the con- 
testant not to turn the subscriptions in 
in person—but to mail them in so that 
the excitement of other candidates will 
not be aroused. The candidate does as 
requested. The contest man, the day fol- 
lowing the close of the campaign, gets 
the letter from the candidate and if the 
candidate does not need the subscriptions 
to win a certain prize, the unscrupulous 
contest man may “pocket” the subscrip- 
tion money. It is possible that he may 
issue votes to cover the “phantom” sub- 
scriptions. 

The bookkeeping system of the legiti- 
mate contest man makes such peculations 
impossible, as no votes can be issued until 
paid-in-advance subscriptions are re- 
ceived. 

Contest men resorting to questionable 
methods will purposely let others see 
what is being turned in so that they will 
spend some of their own money in order 
to enhance their chances of winning one 
of the very best prizes. 

The best method to be followed in 
last-day turn-ins is to have the con- 
testants place the money together with 
the subscriptions direct in the ballot box 
without being counted by the contest 
man or one of his assistants. This money 
and the subscriptions will then be count- 
ed by the official judges of the campaign 
and obliterate any chance of any candi- 
date getting a “tip” before the campaign 
is over. 

The men chosen as judges are usually 
prominent business men who neither have 
the time nor inclination to engage in the 
laborious task of counting the votes and 
subscriptions. Their names are used— 
and that is as far as it goes. Quite often, 
therefore, the task of counting the votes 
is left solely in the hands of the contest 
man and mistakes, purposely or otherwise, 
are possible. It is most important, 
therefore, that in order to assure absolute 
accuracy a firm of accountants and audi- 
tors should be employed to supervise the 
count. The seal of the auditors should 
be used in connection with the publica- 
tion of the final announcement of the 
winners in order to give confidence to 
the contestants and the public at large. 

Most contest men are only too glad to 
employ auditors, as it takes the detail off 
their hands and makes a good impression 
with the newspaper. However, if a con- 
test man has any ulterior motive, he 
would prefer to count the votes himself. 

The awarding of the prizes is a most 
delicate matter. Of course, it is impos- 
sible that all can win, and there is apt 
to be considerable dissatisfaction among 


the losers if they 
impartially. 

It is the custom among some contest 
men to leave town as soon as the vote 
count has been completed, not waiting 
until the prizes are awarded. In this 
case, questions of contestants often come 
up which the newspaper is not able to 
answer satisfactorily. 

The proper method, of course, is for 
the contest man to stay on the ground a 
week or so after the prizes have been 
awarded so that he may meet any diffi- 
culties which may arise. If the methods 
of the campaign are beyond reproach, the 
contest man is only too glad to do this. 

It is customary when the winners are 
announced to publish the complete vote 
polled by each candidate during the cam- 
paign. It is understood that the votes 
published while the campaign is in prog- 
ress does not in any way represent the 
exact standing of the candidate, there- 
fore many candidates are due for a 
“shock” when they see the huge number 
of votes the leaders have polled. 

If the contest man has not been par- 
ticularly careful during the campaign 
with his statements, there is likely to be 
considerable trouble when the final list 
is published. 

I know of one instance where an or- 
ganization was entered in a campaign 
under the name of an individual—this 
organization being anxious to win at any 
cost. One of the members of the organ- 
ization a few days before the campaign 
was to close came to the campaign man- 
ager and asked him how many votes it 
would take to make sure of winning the 
first prize. 
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Speaking 
of Rate 
Reductions 


The last 6 months Post Of- 
fice statement of the Wash- 
ington Times shows an av- 
erage daily increase of over 
22 per cent. 


The 


crease 


absence of any rate in- 
during the past year 
makes this circulation in- 
crease equivalent to a most 
extraordinary rate reduction. 


No wonder national adver- 
tisers increased their space 
for the past seven months un- 
til the gain totals OVER A 
QUARTER OF A MIL- 
LION LINES. 


THE 
WASHINGTON 
TIMES 


3c Daily, 10c Sunday 
G. LOGAN PAYNE, Pub. 
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Despite the fact that the organization 
was far in the lead, the contest man told 
the member of the organization who 
called on him otherwise. The organiza- 
tion then took up a collection of $1,000 
and turned that amount in in five-year 
subscriptions. 

What was the result? The organiza- 
tion got twice as many votes as its near- 
est competitor and almost paid for the 
cost of the prize in donations made by 
their own members. In addition the or- 
ganization had solicited hundreds of sub- 
scriptions. 

The organization when it saw that it 
had won by such a large margin was 
naturally chagrined. All the members of 
this organization—and it was one of the 
strongest in this town of 100,000—felt, 
and correctly so, that it had been duped, 
and boycotted the newspaper thereafter. 
The result was that the paper lost much 


prestige merely because the contest man 
in a moment of greed, made a misstate- 
ment. 


In this series of articles all important 


phases of an automobile newspaper circu- 
lation campaign have been touched on. 
It is obvious, therefore, that the main 
point for a publisher contemplating a 


c ampaign to be put on by an outside com- 
pany is to make certain th: it he is dealing 
with men whose integrity is unquestion- 
able, if the campaign 


is 


to be an un- 
qualified success. 
Moral: make sure of your contest man 
—then go ahead. 


This is the last of a series of articles dealing 
with mewspaper prise circulation contest among st 
readers. It points out that the mails 
a big fart in determining the prize winners— 
that belated and “optional” remittances have 
been known to be the deciding factor. 
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JACKSON FOR UNITED THOUGHT 


New York Ad Club’s New Secretary 
Urges Carefully Planned Activity 


“There is a splendid undercurrent of 
feeling in the minds of our directors and 
echoed in the sentiment of our member- 
ship, that to at- 
tain the objec- 
tives the club 
has in mind we 
must carefully 
plan our activi- 
ties and mobilize 
the personnel of 
our entire or- 
ganization,” said 
Clifton D. Jack- 
son, newly-elected 
secretary of the 
Advertising Club 
of New York, 
who assumed his 
new duties this 
week, 

“The active consideration being given 
to the necessity for a new building is 
developing this reaction from the minds 
of the membership, namely : 

“Our need is to know our right place 
in the affairs of the advertising profes- 
sion and our contribution to the worth- 
while activities in the city of New York 
and by that our desire to raise the club 
consciousness to those ideals in fitting 
proportion to the tangible evidence and 
influence of which the new building will 
be a symbol when completed.” 

Mr. Jackson has had extensive club ex- 
perience in New England. For several 
years he was general secretary of the 
Springfield Chamber of Commerce. 
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Jackson 
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FEDERAL TAXATION AND ACCOUNTING 
FROM A NEWSPAPER STANDPOINT 





Proof That Certain Features of Newspaper Have Been Success- 
ful in Building Circulation Essential if Expense of Those 
Features Is to Be Included in Capital in Tax Statement 





By CLIFFORD YEWDALL, A. S. A. A., C. P. A. 


Editorial Note. 


this year. Mr. 
and accounting, 
the country. 
LIsHER. In taking 


He will endeavor to answer 
up the 


Epitor & Pur.isner will publish an article each week on taxation prob 
lems affecting newspapers and advertisers, conducted by Mr. | rye 
of the series begun in Epitror & PusLisuer of December 10, 1921, 


This is a continuation 
and carried into March of 


Yewdall will deal with the everyday problems of newspaper taxation reports 
as gathered from his personal experiences in working for publishers all over 
any questions asked of him through Epriror & Pur- 
work, he desires to make the 


following statement: “I am not a 


lawyer and I appreciate that Federal tax cases present problems requiring the best attention 


of an accountant and a lawyer who has given the subject special study. 


The legal discussions 


in my articles are based to a considerable extent on discussions of the chairman of the Federal 


Taxation Committee of the A. N. P. A., Arnold L. 


whom I have worked on tax cases.” 


THE ruling published in the last 
issue of Epitor & PUBLISHER was 
given out last August, long before the de- 
cision permitting the transfer from ex- 
pense to capital of items paid out to build 
up your circulation structure was issued, 
and yet close reading of this decision 
gives a clear indication of the attitude of 
the department on these matters. 

The company whose case was under 
discussion had apparently endeavored to 
build up its invested capital by taking 
into capital account the pro rata cost of 
its news service applicable to its increase 
in circulation. ' 

Manifestly this could not stand. In 
giving its decision the committee on ap- 
pe als and reviews points out the following 
facts: 
claims never to have 


The Company 
cost of acquir- 


abnormally increased the 
ing circulation by spectacular methods, 
such as the offering of premiums, prizes, 
bonuses, etc. * The Income 
Tax Unit does not question the value of 
the circulation in commanding high rates 
for advertising, nor does it question the 
propriety of capitalizing such amounts as 
can be determined to have been expended 
specifically for the increase in circula- 
tion, but contends that it is not practi- 
cable to ascribe the increase in circulation 
to any specific part of the paper or to any 
particular feature or features, notwith- 
standing the fact that the features seem to 
have been used with that sole end in 
view. ; 
From the above statements, it is fair 
to assume that had the newspaper whose 
case was under discussion been able to 
prove that through the use of such fea- 
tures they had obtained circulation, they 
could have won their case. They just 
did not prove what their increase in cir- 
culation was due to. There are many 
newspapers who never spent a dollar to 
get circulation. Such are not able to 
prove their case, but those that did spend 
money and can prove that they got cir- 
culation from the expenditures of such 
money, can use the money so expended 
as invested capital in those years in which 
invested capital is a feature of the tax 
‘ laws. ; 
There are some newspapers which 
built up their circulation through fea- 
tures. They can prove that they did 
build their circulation by such features, 
and they can also prove when those same 
features ceased to be a builder and be- 


Guesner, of the Minneapolis bar, with 


came a maint 1iner, 
some 


provided they have 
records of circulation. 

find that many publishers don’t even 
know what they have. In two publica- 
tions that I recently examined, the pub- 
lisher told me that he had no circulation 
records prior to the A. B. C. audits. A 
little digging in his old records produced 
a book in which were shown various cir- 
culars sent out to advertising agencies 
in the early years, and these circulars 
showed the circulation. Another pub- 
lisher who had no circulation records, as 
he thought, had a very complete and de- 
tailed record of the press run for a 
number of years in the possession of the 
pressman. 

I usually find when one gets into a 
plant that the first story is “we have 
nothing,” and yet when you begin to 
hunt it is surprising the records that are 
found. One man told me he had no cash 
book, that he had searched high and low 
for it, yet in his vault he had a book 
called “cash journal,” which was a cash 
book under another name. 

It will be noted from the quotation 
of this ruling, that the unit practically 
admits that spectacular methods such as 
the offering of premiums, prizes and 
bonuses can be ascribed to the building- 
up of circulation structure. 

As stated before, you can go back to 
the earliest records of the company. Let 
us just analyze what this means. 

One of the items entering into the cost 
of building up your circulation is the 
enormous expense incurred by news- 
papers in past years in building up their 
out-of-town circulation. The paper to- 
day that has a large out-of-town circula- 
tion has obtained it only by reason of 
the fact that in the early years, back of 
1909, when the R. F. D. routes were 
opened up in his territory, he sent out 
large corps of solicitors to go through 
and through these R. F. D. routes, and 
prevail upon the farmer to take a daily 
paper. 

Up to that time the farmer had been 
served by a _ weekly or semi-weekly 
newspaper, containing in brief form the 
news of the week. He was as yet unini- 
tiated as regards the sporting columns, 
and was not interested in the doings of 
the local town or the goods sold by the 
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stores. As soon as the R. F. D. routes 
were opened up, the local paper en- 
deavored to interest him in these propo- 
sitions through the taking of a daily 
newspaper. 

The publisher was interested in two 
propositions, he wanted a larger circu- 
lation in order to obtain increased adver- 
tising rates, and he also wanted more ad- 
vertising from his local advertisers. He 
therefore spent money in soliciting this 
fertile field on the R. F. D. routes, in 
the hope of obtaining more circulation, 
knowing full well that the advertiser in 
the home town would pay him interest on 
that money by using his columns to 
greater capacity, through being able to 
reach a larger community. 

In the larger towns outside of the 
metropolitan districts, the large country 
circulation is the backbone of the news- 
paper, and the thing that attracts the ad- 
vertiser to that newspaper because with 
hard roads and automobile transporta- 
tion the rural communities are coming 
more and more into the cities to buy, and 
the advertiser is catering more and more 
to this community. 

All this expenditure incurred in the 
past was incurred for one reason only, 
to build up your circulation. It is as 
much capital expenditures as the pur- 
chase of a new press to turn out your 
increased circulation. It will never be 
incurred again, because the cost to dis- 
lodge any paper with a large rural cir- 
culation is too large to warrant the ex- 
pense. The only way to get it is buy it 
from some newspaper that has already 
built it up at large expense. 

The value and cost of building up the 
circulation structure is fully reflected in 
the purchase and sale of newspapers. 
Unfortunately in many such sales the 
buyer purchases the stock of the cor- 
poration at a figure vastly in excess of 
its par value. Some publishers have en- 
deavored to use this cost price of stock 
purchase as the invested capital of the 
corporation. A full decision on this point 
will be given in our next issue. It must 
not be overlooked that it is the corpora- 


tion that is being taxed and not the in- 
dividual. 


ELLISES SEEK INJUNCTION 


Charge Press Blanket Makers With In- 
fringement of Patents 


_ Worcester, Mass., July 13—An in 
junction against Frank E. Paige of 
Brookline for alleged damages through 
his sale of “Repress blankets” to Tingu 
Brothers & Co., New York, thereby, it 
is claimed, infringing patent rights, is 
sought by Frank E. Ellis and Theodore 
T. Ellis, of Worcester, in a suit which 
has been brought in the United States 
Equity Court. A subpoena has been is- 
sued, returnable July 18. 

It is declared in the papers filed that 
Theodore T. Ellis, publisher of the 
Worcester Telegram-Gazette, is the in- 
ventor of the “Repress blanket” for use 
in web perfecting presses in newspaper 
plants throughout the United States 
These, the declaration explains, are man 
ufactured for the plaintiffs in the de 
fendant’s factory at Camden, Me. 

It is claimed that Paige sold the 
blankets to Tingue Brothers & Co. and 
that the defendant and the New York 
firm have made and caused to be sold 
“printers’ blankets” of the patent and 
also intentionally made an imitation of 
the plaintiffs’ “Automatic felt blanket” 
and that the alleged infringing blankets 
are sold at cut prices to drive the plain- 
tiffs out of the market. 


School Press Agent for Boston 


The Boston public schools are to have 
a press agent, which has long been urged 
by R. J. Lane of the school committee. 
According to the resolution recently 
passed by the committee “some person 
within the school service will be desig- 
nated to prepare under the supervision of 
the superintendent of the schools articles 
for the press on matters of public in- 
terest.” 
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YOUR OPPORTUNITY 


The Boston Graphic Arts Exposition 


Monday, August 28th, to Saturday, September 2d 


This Exposition offers an opportunity for every printing crafts- 
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Operate it Yourself 
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Booth 66. There you can sit down to either—operate it; study 
it; test it; and discover just why the Linograph is such a suc- 
cessful and economical machine. 
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NEWS OF ASSOCIATIONS AND CLUBS 





EDITORIAL AND PRESS ASSOCIA- 
TIONS AND PRESS CLUBS 


THE newly organized Miami Fla.) 
* Press Club has elected the follow- 
ing officers for the year: William Stu- 
art Hill, Herald, president; Raymond B. 
olton, Post, vice-president; Gordon 
Nye, Real Estate Journal, treasurer; 
John C. Baskerville, Herald secretary. 
They, with E. D. Flannery, Herald; A. 
J. Bamforth, Central Labor News, and 
Julian T. Baber, Herald, will constitute 
the board of governors. 

A feature of the annual outing 
Minnesota editors and their families, 
which will be held at Park Rapids, 
Itasca State Park and Bemidji, Minn., 
August 9 to 13, will be a horseshoe 
tournament. There will be $125 in 
prizes divided into first, second, third 
and fourth prizes for both men and 
women, 

The Northern New York Press As- 
sociation is holding its summer meeting 
at Alexandria Bay, N. Y., July 14 and 
15 


for 


The Maine Press Association will hold 
its annual meeting at Augusta, October 
5 and 6. 

The Newspaper Club, New York, is 
seeking donations of books for its li- 
brary. Among the old standbys the li- 
brary committee wants on the shelves are: 
New International Encyclopedia, 1916; 
Standard, Webster’s New International 
or Century Dictionary; Century Atlas; 
Lippincott’s Gazetteer; Century Diction- 
ary of Names; Who’s Who; Who’s Who 
in America; Bartlett’s Quotations or 
Hoyt’s Cyclopedia of Practical Quota- 
tions; Roget’s Thesarrus; Stevenson’s 
Home Book of Verse; Foreign-English 
dictionaries; Scientific American Refer- 
ence Book; N. W. Ayer & Son’s News- 
paper Annual; Harper’s Book of Facts; 
New York World Almanac; Brooklyn 
Eagle Almanac. Standard books are also 
wanted in the following classes: biogra- 
phy, history, travel, essays, popular sci- 
ence, fine arts, popular economics, all 
books relating to journalism, poetry, 
drama, humor and _ fiction, 

William D. Flag of Holyoke, Mass., 
has been elected editor of Enigma, the 
official organ of the National Puzzlers’ 
League, made up of the leading news- 
paper puzzle editors of the country, who 
met recently at New York. Baltimore 
will be the scene of the next convention. 
Officers chosen are: President, George 
H. Pryor, Baltimore; first vice-president, 
R. T. Strohm. Scranton, Pa.; second 
vice-president, Joshua Price, Bangor, Pa. ; 
secretary, Lewis Trent, New York; 
treasurer, William W. Delaney, Brook- 
lyn. 

Newspaper publishers of North Da- 
kota will hold their annual summer meet- 
ing at Devil’s Lake on August 4 and 5. 
Governor Nestos and Harry Porte of 
the Porte Publishing Company, Salt 
Lake City, will be among the speakers. 

The North Carolina Press Association 
will hold its 50th annual meeting at 
Shelby, July 26-28. A loving cup will 
be awarded by Walter H. Savory: of 
the Mergenthaler Linotype Company to 
the paper adjudged the best weekly in 
the state. 

William J. Dowdell, city editor of the 
Cleveland Press, has been elected presi- 
dent of the National Amateur Press As- 


sociation. The convention’ was held at 
New York City. He succeeds Mrs. E. 
Dorothy McLaughlin as head of non- 


professional writers. 

Georgia editors will gather for the an- 
nual meeting of the State Press Associ- 
ation at Quitman, Ga., July 17-20. 
Tuesday and Wednesday will be given 
over to business and Thursday will be 
spent at the seashore. 


ADVERTISING CLUBS 
JNSTALLATION of officers of The 
Poor Richard Club of Philadelphia 


took place July 7. Officers inducted into 
office were: President, Charles A. Stin- 





son; first vice-president, Lee E. Hood; 
vice-presidents, Karl Bloomingdale, Cy- 
rus H. K. Curtis, Philip C. Staples, Rowe 


Stewart; secretary, George E. Loane; 
treasurer, J. M. Fogelsanger. Philip 


Staples, retiring president, vice-president 
of the Bell Telephone Company, received 
a handsome table lamp from members 
of the club. Mr. Stinson and Mr. Bloom- 
ingdale spoke of the coming Sesqui-Cen- 
tennial and regretted the delay and in- 
activity with regard to the Exposition 
and urged the speeding up of plans in 
order to insure the certainty of holding 
the fair in 1926. 

Golf enthusiasts of the Advertising 
Club of New York are anticipating three 
tournaments in the near future. On 
July 23 at St. Alban’s, Long Island, they 
will play for a cup to be given by the 
Gelfer’s Magazine. The second match, 
which will take place in August will be 
played at Shackamaxon, New Jersey. 
The third, in September, when the Pres- 


brey cup will be the trophy, will be 
played at  Dunwoodie, Westchester 
County. 


The newly elected board of directors 
of the Philadelphia Club of Advertising 
Women are: Katherine Flanagan, presi- 
dent; M. Helen Campbell, Marie A. 
Creamer, Anna K. Johnson, Elsa Raet- 
zer, Martha Shade, Gertrude Shearer, 
Margaret Tullidge, and Minnie Sweeting. 


Barnhill Wins Golf Crown 


W. Roy Barnhill of Des Moines won 
the annual tournament of the American 
Golf Association of Advertising Inter- 
ests, held at Cooperstown, N. Y., de- 
feating E. W. Conklin. Dr. A. R. Gard- 
ner was elected president, Duncan Stew- 
art vice-president and Charles G. Wright 
secretary-treasurer. Members of the 
board of governors are: John C. Mar- 
tin, Philadelphia; H. B. Green, Balt- 
imore; J. A. Block, Wheeling, W. Va.; 
Fred Sperry, Chicago; W. Ostrander, 
New York; Harry Milholland, Pitts- 
burgh; William Campbell, Detroit; and 
J. W. Hotchkiss. 


Buffalo Publishers Civic Directors 


Of ten directors elected by the Main 
Street Association of Buffalo three are 
newspaper publishers. The publisher 
directors are Edward H. Butler of the 
News, William J. Conners, Jr., of the 
Courier-Enquirer and Norman E. Mack 
of the Times. 


Plan Daily for Havre de Grace 


A movement is on foot for a new 
newspaper for Havre de Grace, Md., to 
be known as a community daily, taking in 
Havre de Grace, Perryville, Perry Point, 
\berdeen, Charlestown, North East, 
Elkton and Bel Air. Charles M. Clark is 
the promotor of the new enterprise. 
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Not Easy Money 


BUT 
A Business Proposition | 








The Japanese market for foreign _ 
manufactured goods once was consid- | 
ered a Happy Hunting Ground. Those 
who thought so were irresponsible busi- 
ness adventurers, seeking only the rich 
cream of boom-day trade. 


The adventurers are no more. 


The Japanese market for American 
has 
It does hold, however, an 
opportunity which solid business meth- 
ods can turn to handsome profit. 


manufactured goods 


no ‘easy 


money’ side. 


Straight business has won big victories 
in Japan. It has stood the test of recon- 
struction from which the adventurers 5 
turned and ran. 


Today, American enterprise is devel- 
oping a market which past endeavors 
have barely touched. 


Let the trade experts of Japan’s great- 
est newspaper, who have helped estab- 
lish other American interests in the field, 
tell you what this market offers you. 
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THE INFLUENCE OF HEADLINES 
a a seasoned newspaper man, who for 


years blazed brightly as a star in metropoli- 

tan journalism and registered his share of 
news beats—some of which attracted world-wide at- 
tention—starts talking about the psychology of head- 
lines, he deserves something more than a respectful 
hearing. ; 

Walter S. Meriwether, known affectionately to 
hundreds of journalists scattered to the four corners 
of the earth as Skipper, with thirty years of big city 
reporting behind him and three years’ experience as 
editor and publisher of the Charleston Mississippi 
Sun, weekly, set forth some very definite convictions 
in an address at a recent meeting of the Press Asso- 
ciation of Mississippi. 

He very frankly states that if his remarks happen 
to_come to the attention of his former managing 
editors they will suggest a lunacy commission; will 
say that he is ignoring everything that he ever learned 
and is throwing overboard every rule for making a 
successful newspaper. Meriwether says that good can 
be made as interesting as_ evil, and that if newspa- 
pers magnify the one and minimize the other, the evil 
will grow less and the good will increase. In other 
words, he believes the opening of a new creamery of 
greater importance to the people of Charleston than 
a murder. 

Meriwether’s complaint is not, however, with the 
news, but with the way it is played; the headlines, 
and not the text, have won his disapproval. He does 
not suppress the evil in his newspaper, but he does 
give the headlines to the good. Citing from his own 
experience, Meriwether said: “An unusual crime 
would be committed, the newspapers would scream 
the details in headlines that would cry to you from 
across the street. Then would follow another crime 
of the same order, another and another until it 
merged into a crime wave. And all due to sugges- 
tion.” 

Meriwether admits that his theory may be all 
wrong, but the question he wants answered is, if 
suggestion for evil is so potent, why shouldn't sug- 
gestion for good be eaually potent? In laying down 
the rules for his own experiment he said: “So, in- 
stead of playing up misdemeanors, crime, scandal and 
various other forms of unpleasantness, my idea is to 
centralize on the wholesome and the upbuilding, the 
substance of life rather than the fleeting shadows, to 
specialize on such things as civic virtue and civic 
pride, community betterment, public improvements, 
the problems of the farmer, diversification and co- 
operation, to iterate and reiterate the splendid ad- 
vantages we possess in our climate and soil, the im- 
portance of better roads and to support in every way 
the activities of churches, and schools, to boost and 
not knock, and above all to be clean.” 

We don’t think a lunacy commission is needed in 
the office of the Sun; Meriwether is building toward 
the kind of journalistic success that counts and lasts. 








THE GRIM REAPER 
HE newspaper business and journalism suffered 
a distinct loss this week in the death of two 
nationally known workers, Edward Ware Bar- 
rett, editor and owner of the Birmingham Age- 
Herald, and Charles R. Sutphen, treasurer and busi- 
ness manager of the Pittsburgh Dispatch. 

Mr. Barrett began his newspaper career as an em- 
ploye of the Augusta (Ga.) Chronicle and later came 
under the competent direction of Henry M. Grady on 
the Atlanta Constitution. For many years he was 
the Washington correspondent of that mewspaper. 
The Age-Herald passed into his hands in 1897 and 
throughout his ownership he insisted in being editor 
as well as owner in fact as well as in name. His 
interest in politics was keen and in many ways he 
seemed to stand more for an older school of journal- 
ism that is fast passing. 

Mr. Sutphen received his early training in the edi- 
torial department of the newspaper of which he later 
became a business executive and he never lost his 
interest in the work up-stairs. 

Both men were under 60 and in each case death 
came suddenly; hundreds of friends throughout the 
nation will mourn their passing. Epitor & PUBLISHER 
extends heartfelt sympathy to their families and their 
business associates, 








AN AMERICAN’S CREED 


Compiled by CHARLES W, MILLER, 
Vicksburg ( Miss.) Herald 


F thou hast done foolishly in lifting up thy- 

self, or if thou hast thought evil, lay thine hand 
upon thy mouth, Surely the churning of milk 
bringeth forth butter, and the wringing of the 
nose bringeth forth blood: so the forcing of 
wrath bringeth forth strife—(Prov. #%% : 32,33). 
Seek good, and not evil, that ye may live: and 
so the Lord, the God of hosts, shall be with you, 
as ye have spoken—(Amos v:14). Woe to them 
that devise iniquity, and work evil upon their 
beds! when the morning is light, they practise 
it, because it is in the power of their hand. 
And they covet fields, and take them by 
violence; and houses, and take them away: so 
they oppress a man and his house, even a man 
and hus heritage. Therefore thus saith the 
Lord; Behold, against this family do I devise 
an evil, from which ye shall not remove your 
necks; neither shall ye go haughtily: for this 
time is evil—(Micah ti:1-3). Put on the whole 
armour of God, that ye may be able to stand 
against the wiles of the devil—(Eph, v1:11). 














ADVERTISING IN 1921 
OT Some: the courtesy of the Curtis Publishing 


Company, our esteemed contemporary, Printers’ 

Ink, was privileged last week to present to its 
clientele a list of fifty national advertisers in 36 
publications—national magazines, we assume—who in 
the year 1921 spent $23,884,372.00 in advertising as 
shown by the list reproduced in detail in another 
columr of this week’s issue of the Epitor & Pus- 
LISHER. 

This list has occasioned, this week, wide comment 
in the national field, especially the statement in the 
last paragraph from which some have drawn the 
inference that the percentage of the advertising in- 
vestments of these various concerns in newspapers is 
a small portion of the total advertising investment 
stated. This would be very important, if true. 

But what are the facts? Briefly these: | 

In the year 1919 the newspapers of the continental 
United States—daily, morning, evening and Sunday 

as well as weeklies and semi-weeklies, according 
to the U. S. Census figures, carried $373,501,890.00 
worth of advertising. This, of course, includes local 
advertising, display and classified, as well as national 
advertising, which is referred to by many as foreign 
advertising, 

It is pretty safe to assume that in the year 1921 
the newspapers carried more than $400,000,000.00 
worth of local and national advertising. This as- 
sumption is warranted because of increases in rates, 
as well as increases in lineage in 1921 over the 
figures for 1919, 

It is easily apparent, therefore, that the $23,000,- 
000.00 represented by the 50 advertisers in the 36 
leading magazines, undoubtedly the backbone of the 
advertising patronage of those publications, repre- 
sents but 6 per cent of the volume of advertising 
carried in American newspapers in the year 1921. 

It is difficult to get national advertisers, as well as 
local advertisers, to give any information with respect 
to their advertising investments in newspapers. There 
has been for years a curtain of secrecy shutting out 
these figures from the white light of publicity. It 
it hoped that these national-advertisers would also 
give out for publication the totals of their news- 
paper investments. 

The Printers’ Ink list is a notable contribution to 
the records of advertising accomplishments in the 
year 1921, but upon an analysis it proves conclusively 
that the newspaper is the great primary medium of 
advertising in a class all by itself in performing pub- 
lic service. 


1922 


A NEW DEPARTURE 


EARS cannot measure the distance the news- 
paper makers of the South or the world have 
travelled since the Southern Newspaper Pub- 

lishers Association was organized at the Piedmont 


. Hetel, Atlanta, twenty years ago, and nothing has 


given this greater emphasis than the twentieth an- 
nual convention of that organization in Asheville this 
week, 

There are now to be teeth in the edicts handed 
down by this organization, a departure from past 
easy-going methods that merits the attention of other 
newspaper organizations everywhere in the English- 
speaking world, 

It is a wholesome sign when men go on record as 
being willing, even anxious, to censure, expel from 
their midst or mete out other penalties to fellow 
members who do not comply to the highest prin- 
ciples of a great profession and business in the con- 
duct of their individual or corporate affairs as news- 
paper men. 


It is worthy of special note that both ethics and 
business standards shared equally in consideration and 
that one of the things that led to this departure 
from old practices was the evil of free publicity, 
a thing that has transcended all others in bringing 
criticism upon the American press since the propa- 
ganda agents of the nations of Europe started their 
insidious campigns about the time the first guns of 
war were fired in 1914. 

The conditions under which penalties are to be 
applied is immaterial; the important thing is that a 
great organization like the S. N. P. A. with a widely 
scattered membership is willing to go on record that 
it wil) fight for the principles in which it believes 
to the extent of publicly branding and driving from 
its midst other members in defense of those principles 
is the important thing. 

Twenty years ago, when the S. N. P. A. was organ- 
ized, many practices, such as rate-cutting, split com- 
missions and unfair competition which will now be 
brought under the head of offences to be penalized, 
were common practices, 

Reorganization of the body under the plan pre- 
sented by Arthur G. Newmyer, of the New Orleans 
Item, whereby the vice-presidencies were abolished 
and two general chairmen elected no doubt will mean 
a closer working organization prepared to deal with 
the problems that never cease to arise in all depart- 
ments, 

The S. N. P. A. is blazing a new way to achieve- 
ment of an ideal that will undoubtedly receive close 
study in operation at the hands of other newspaper 
organizations, state and natioral. Charles I. Stew- 
art of the Lexington Herald, the new president, and 
his fellow officers and directors are to be congrat- 


ulated on the opportunity that has been opened to 
them. 





TAKING CARE OF THE READER 


HE high regard in which the reader is held by 
T New York City newspaper editors and publish- 

ers is shown by the comparative analysis of 
advertising lineage on page 14 of this issue of the 
Epiror & PusuisHer. Whereas, the advertising of 
the greater city newspapers—morning, evening and 
Sunday—increased in June, 1922, about 157 pages over 
June, 1921, the fact is that the number of pages 
actually increased 1,560, or from 12,038 in 1921 to 
13,598 in 1922. 

For the six months’ period, January to June, in- 
clusive, we find that the number of pages increased 
9,982, whereas the advertising increased 1,690 pages. 

The showing for the six months is most encourag- 
ing. The total volume amounted to 80,930,110 lines 
which was within 3,199,671 agate lines of the largest 
volume ever carried in the history of the business; 
namely, in 1920, when the total volume exceeded 
84,000,000 lines. 

In analyzing circulations, we find that there has 
been an increase in distribution, for the six months 
ending April 1, 1922, of something over a quarter of a 
million copies per day as compared with “A, B. C.” 
figures for the six months period ended April 1, 1921. 

The detailed figures will be presented in Eprtor 
& Pupriisner for next week. 

















PERSONAL 








RADFORD MERRILL, _ general 

manager of the Hearst newspapers, 
was presented with a_ silver-knobbed 
malacca cane, appropriately engraved, by 
the ‘Publishers’ Committee of Eight who 
have represented the newspaper owners 
of New York in labor negotiations dur- 
ing the past year. During one of the 
meetings, Mr. Merrill mislaid a cane of 
which he was especially fond. The loss 
occasioned an opportunity for the mem- 
bers of the committee to offer him a 
token of their appreciation of him per- 
sonally and of his services as chairman 
of their committee. Louis Wiley, busi- 
ness manager of the New York Times, 
made the presentation speech. 


Simeon Strunsky, editor of the New 
York Eveining Post, sailed for Europe 
on the Orduna July 

Edward Price Bell of the Chicago Daily 
News Foreign News Service returned to 
European fields of operation after a brief 
visit to Washington. He sailed on the 
Majestic July 8. 

Carroll Shaffer, editor, and Charles A. 
Segner, managing editor of the Chicago 
Evening Post, and six others have re- 
turned from a two weeks’ stay at Ken- 
Caryl Ranch of the Shaffers in Colorado. 

Frederick Roy Martin has been spend- 
ing the week in Asheville, N. C., attend- 
ing the meeting of the Southern Division 
of the Associated Press. 

Herbert Bayard Swope, executive ed- 
itor of the New York World, will sail 
July 19 on the steamer Majestic from 
Cherbourg, after a trip of several months 
abroad. 

Louis Wiley, business manager of the 
New York Times, will leave July 16 for 
Colorado Springs to be the guest of 
Spencer Penrose. 

Mr. and Mrs. St. Elmo Massengale 
_ their son and daughter, of Atlanta, 
Ga., will sail July 15 on the Olympic for 
a stay abroad. Mr. Massengale is the 
head of the Massengale agency in At- 
lanta. He will be accompanied by his 
physician and minister. 


Charles D. Atkinson, Jr., son of 
Charles D. Atkinson, business manager 
of the Atlanta Journal, and a college 


mate, Robert G. Nixon of Atlanta, are 
in New York for a few days after a hike 
from Atlanta. They left there June 20, 
and have walked all of the way with the 
exception of a few lifts in a friendly car. 
For the first time since leaving home 
they are enjoying hotel life. They will 
leave July 17 for Montreal, thence to 
Chicago, and will then hike home, reach- 
ing there in time to resume their studies 
at Georgia ’Tech. 

F. W. Kellogg and Edward A. Dickson 
of the Los Angeles Express have pur- 
chased from George Tompkins the Ven- 
ice (Cal.) Vanguard. Fenner H. Webb 
will continue as city editor. 

W. E. Davis, editor of the Renfrew 
(Ont.) Mercury, was a guest last week 
of the city of Calgary, Alta. Mr. Davis, 
a former president of the Canadian 
Weekly Newspaper Association, has been 
visiting Western editors of Canada in 
sectional meetings. 

Stephen Bolles, editor of the Janesville 
Gazette, and Louis H. Zimmerman, ed- 
itor of the Burlington Standard Demo- 
crat, were elected non-resident members 
of the Milwaukee Press Club July 7. 

Charles Frederick Wadsworth has re- 
signed as editor of the Publishers’ Aux- 
iliary and has been succeeded by Harry 
G. Fisher. Mr. Wadsworth will be en- 
gaged in special work at the Western 
Newspaper Union Chicago office for the 
next three months and will then go to 
Southern California. 


Frank Walker, editor of the Hamburg 
(N. Y.) Erie County Independent, has 
been re-elected vice-president of the 
Grand Assembly of Spiritualists of New 
York State. 

Major C. Earl Whipple, manager of 
the Hagerstown (Md.) Herald-Mail 
Publishing Company, and C. Neill Bay- 
lor, editor of the Hagerstown Morning 
Herald, attended a dinner at the Hagers- 
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town Country Club given for President 
and Mrs. Harding and their party, who 
were returning to Washington from Mar- 
ion, Ohio. 

Mrs. John Redmond, wife of the pub- 
lisher of the Burlington (Kan.) Repub- 
lican, was operated on at a Topeka hos- 
pital last week. 

Arthur Partridge, manager of the 
Canadian Daily Newspaper Association, 
left on July 8 for a fortnight’s trip 
through the Maritime Provinces, where 
he will confer with members of the asso- 
ciation. 

George Horace Lorimer, of the Curtis 
Publishing Company, Mrs. Lorimer and 
their two sons, Graeme and Burford, are 
in California. They plan to motor along 
the Pacific Coast and spend a few weeks 
at Glacier National Park. 

Herman Halsted and Mrs. Halsted will 
sail July 20 from Cherbourg on the Pres- 
ident Van Buren for New York. Mr. 
Halsted is vice-president of Paul Block, 


Inc., New York special representatives. 
Mr. and Mrs. Jay Jerome Williams 
passed through Chicago last week en 


route to their home in New York after 
a stay on the Pacific Coast. Mr. Wil- 
liams is New York superintendent of 
the Consolidated Press. 

A. R. Krischbaum, at one time a re- 
porter on the Beaumont (Tex.) Journal, 
is now editor of Lumber, a national lum- 
ber trade magazine published at Chicago, 
of which he was elected vice-president 
six months ago, 

J. H. Zerbey, editor and proprietor of 
the Pottsville (Pa.) Daily Republican, 
has arranged passage on the Brooklyn 
Eagle’s coming trip to South America. 
His daughters, Mildred and Elisabeth, 
according to their father, lost their chance 
of traveling with him by electing to 
“see America first” via the National Ed- 
itorial Association tour of the Northwest. 

John Wanamaker, Philadelphia and 
New York merchant, celebrated his 84th 
birthday July 11. 

Fred H. Colton this week celebrated 
his 54th year as a member of the Spring- 
fieid (Mass.) Republican force. He is 
67 years old, started as a “devil” and 
for the past 20 years has been in the 
proofroom of the morning paper. 

Hugo Kelly, former publisher of the 
Renton Herald, Seattle, for seven years, 
has been appointed private secretary to 
M: iyor Brown. 

Dr. Christian F. Reisner, president of 
the Church Advertising Department of 
the Associated Advertising Clubs of the 
World, sailed for Europe on the Presi- 
dent Harding July 8 

Frank P, Glass and his party, including 
Mrs. Glass and F. P. Glass, Jr., and his 
wife, are now in Switzerland on their 
way around the world. The former Bir- 
ingham News editor, since leaving the 
Press Congress of the World at Hono- 
lulu last November, has visited the prin- 
cipal countries of the East, Near and Far, 
and has just concluded a month’s stay in 
Italy. The party plans to be back in the 
United States in October, after visiting 
the countries of Northern Europe. 





IN THE EDITORIAL ROOMS 


E. RENAUD, for several years 
e night editor of the New York 
Tribune, has gone to the New York 
Herald in the same capacity, succeeding 
E. E. Irvine, who has gone to the Phila- 
delphia Ledger. Mr. Renaud has been 
succeeded on the Tribune by Allen R. 
Holcomb, formerly telegraph editor. Mr. 
Holcomb’s position will be filled by Ed- 
ward A. Menninger, 
A. Robertson-McDonald, who inau- 
gurated and was editor of the business 


news department of the New York 
World, has been appointed editor and 


manager of the Cornwall (N. Y.) Press. 
Robert J. “Bob” Casey, member of 
the rewrite desk of the Chicago Daily 
News and editor of “Vest Pocket An- 
thology,” has been sending in some excel- 
lent feature stories from France, where 
he has journeyed with Mrs. Casey in 
search of data for another novel. 
Margaret Reedy, “Sally Jay Brown,” 
editor of “The Friend of the People” 
column in the Chicago Tribune, and Wil- 


for July 15, 1922 





FOLKS WORTH KNOWING 











ILES DeVERNE STETTEN- 
BENZ, night managing editor of 
New York World, leaving that 
paper on August 
1 to become man- 

aging editor of 

the Philadelphia 

Public Ledger. 

His work, it is 

understood, will 

be chiefly during 
the daytime. He 
is the second 

New York news- 
paperman John 

J. Spurgeon, edi- 

tor of the Public 

Ledger, has en- 

gaged within a 

short time to 

strengthen his 
organization Recently E. E. Irvine, 

a of the New York Herald, went 

to Philadelphia to take charge of the 

Public Ledger at night. 

Mr. Stettenbenz has been with the 
World since 1914 and has served on the 
war desk, as assistant telegraph editor, 
as night editor and as assistant manag- 
ing editor in charge at night. 

Before joining the staff of the World, 
Mr. Stettenbenz was associate manager 
of the syndicate department of the New 
York Times, city editor and Sunday edi- 
tor of the Albany Knickerbocker Press 
and reporter and editorial writer on the 
3uffalo Express. For a time under the 
pseudonym of “John Smith’ he con- 
ducted the “Oatmeal and Mackerel” col- 
umn of the Buffalo Express. 

Mr. Stettenbenz was born in Buffalo 
on July 4, 1888, was educated in the 
Buffalo public schools and is a graduate 
of Masten Park High School, Buffalo, 
and of Hobart College, Geneva, N. Y. 
He is a member of Theta Delta Chi fra- 
ternity and of the Newspaper Club. He 
is married and has a son, Leo Miles, 

His successor on the World has not 
yet been appointed. 


the is 





Mires DeV. 


STETTENBENZ 


liam Stevers, 


free lance writer, recently 
married, 


are back from their honeymoon. 

George Putnam Stone of the 
Evening Post has gone to the Chicago 
Daily News. The Post staff gave him a 
farewell party and presented him with a 
gold watch. 

Morris Musselman, and L. P. Quinn 
of Waukegan are new men on the staff 
of the Chicago Evening Post. 


Chicago 
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recent operation for appendicitis, and will 
return to his desk in a few days. 
William L. Bromowitz, a student in 
journalism at the University of Minne- 
sota and one time with the Minneapolis 
Journal, is covering the university run 
for the Northwest News Bureau, com- 
posed of St. Paul and Minneapolis mem- 


bers of the Associated Press. Mr. Bro- 
mowitz succeeded Russell J. White, who 
has taken over the capitol run for the 
bureau, 

R. O. Hillgren has resigned as re- 
porter for the St. Paul Pioneer Press to 


make a tour of the world. 
Phil Litman has resigned as police re- 


porter for the St. Paul Pioneer Press. 
Mrs. Doris H. Bock, club editor of 
the St. Paul Daily News, has been ap- 


pointed a member of the Ramsey county 
(St. Paul) planning board, which will 
devise new drives, routes to the little 
lakes, etc., the design being to provide 
additions to the extsting recreation 
grounds, 

C. E. Wilson, at one time city editor 
of the Salem (Ore.) Capital Journal and 
later on the Morning Statesman, has 
temporarily given up newspaper work 
and is now traveling manager with the 
Ellison-White Chautauqua company. 

Miss Elizabeth Harrington, of Denver, 
is in China doing a series of articles for 
American newspapers. 


C. A. La Belle of Washington, for- 
merly on the Boston American, has ar- 
rived in Manila to join the Daily Bul- 
letin staff. 

George C. Sutherland of the Salt Lake 
Deseret News staff has added a second 
boy baby to his household. 

W. Norman Ritchie of the Boston Her- 
ald staff was a passenger on the Baltic, 
leaving New York June 8. 

Miss Helen Lethbridge has been ap- 
pointed social editor of the Calgary 
(Alta.) Herald. 

Miss Cora Hind, agricultural editor of 
the Winnipeg Free Press, who has spent 
some months in England, is back at work 
in Winnipeg. 

Herbert Montee, formerly with 
Associated Press in San Francisco, and 
Miss Lota Agnes Murphy, a New York 
artist, were married in the Dolores Mis- 
sion Church in San Francisco last week. 
The couple left for Tokio, where Mr. 
Montee is now in newspaper work. 

George J. Schreiber of the Chicago 
Evening Post's staff decided to leave on 
Saturday to go with the Aurora Daily 


the 


Star but returned to work for the Post 
Monday morning. 
Dr. John O. Nelson has become man- 


aging editor of the Martins Ferry (Ohio) 














George T. McConville, St. Paul day Daily Times. Dr. Nelson was formerly 
relay editor of the Associated Press, is telegraph editor of the Paterson Call. 
making a complete recovery from his covered Madero’s assassination in Mex- 
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ico City for the New York Times, and 
in September, 1914, he was wounded by 
shrapnel on the Russian front. 

Miss Bertha McCarthy, formerly on 
the city staff of the Lynn ( Mass.) Tele- 
gram News, has joined the Lynn Daily 
Item. 

Jack Cannon has been made automobile 
editor of the Sait Lake (Utah) Deseret 


News to succeed Horace H. Walker, 
now city editor. 
H. L. Millar is relief man on the Og- 


den (Utah) Standard-Examiner news- 
room staff during the regular summer 
vacation period. Will O’Byrne, police 
reporter, has gone to the copy desk. 

Oley W. Weaver has resigned from the 
Kansas City Journal staff to become sec- 
retary of the K. S. A. C. alumni associa- 
tion. He succeeds Cliff Stratton, who 
has joined the Topeka Capital staff. 

Charles Townsley, associate editor of 
the Great Bend (Kan.) Tribune, and 
Mrs. Townsley announce the birth of a 
son, Channing P. 

Gilbert M. Weeks has joined the ed- 
itorial staff of the Chicago Journal. 

G. R. Cleveland is a new desk man on 
the Chicago Journal, changing from the 
Chicago Herald & Examiner. 

Hal Faust of the Chicago Daily News 
“dog watch” has gone to El Paso, Tex. 

Stanley Andrews, a graduate of the 
Missouri University school of journal- 
ism, has become managing editor of the 
Eldorado (Ark.) News. 

Samuel Reebeck, sports writer, has 
taken charge of the suburban desk of the 
Newburgh (N. Y.) Daily News, succeed- 
ing Lester McWilliams, retired. 

Herbert A. McArdle of Worcester, 
Mass., is conducting a daily market re- 
port service covering the wholesale mar- 


kets of Springteld tor Springheld news- 
papers 
Frank Gilchriese of the Buffalo En- 


quirer copy desk has been appointed bu- 
reau clerk in the department of parks 
and public buildings of the Buffalo city 
administration 

Thomas C. Brown has resigned as 
associate editor of the Bradford (Pa.) 
Era, to joint the Buffalo Courier staff. 

Jimmy Trainor, police reporter of the 

3uffalo Evening News, won a “by” line 
by being the only passenger to ride on 
the first car operated on the Buffalo city 
lines after a week’s strike. 


Harry L. Trietly has returned to the 
editorial staff of the Batavia (N. ¥.) 
Daily News after taking a course in 


journalism in Ohio State University. 


Allen J, Porter has resigned from the 
Rochester Post-Express_ editorial staff 
and has left for Palo Alto, Cal., to re- 


gain his health. 

fiss Helen Stein has joined the edito- 
rial staff of the Rochester Times-Union. 
She is a graduate of the University of 
Rochester 

Dan Coll has rejoined the Johnstown 
(Pa.) Democrat, returning from Ann 
Arbor, Mich., where he attended the Uni- 
versity of Michigan 

3ruce Lockwood, formerly of the Pitts- 
burgh Sun, is writing a page one hu- 
morous column, “Entre Nous,” for the 
Johnstown (Pa.) Ledger. 

Chartes A. Matthews, veteran news- 
paper man and Parliamentary reporter, 
was tendered a luncheon on the occasion 
of his recent retirement from the House 
of Commons, and was the recipient of 
gifts from fellow reporters. He was 
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formerly with the Toronto Globe and the 
London (Ont.) Free Press, 

S. J. Duncan-Clark, editorial writer of 
the Chicago Evening Post, was the prin- 
cipal speaker at the annual Paul Law- 
rence Dunbar memorial held at St. 
Mark’s Church, 

Walter C. Duncan, editor of the Aiken 
Sentinel, is a candidate for re-election 
this summer as comptroller general of 
South Carolina. 

Aurin Crocker, who at one time as- 
sisted the New York Herald and the 
Associated Press on ship news, is living 
at South Hyannis, Mass., on Cape Cod. 
Although 90 years old, he writes for a 
Cape paper. 

Egbert S. Turner, formerly night ed- 
itor of the Albany (N. Y.) Knicker- 
bocker Press, has been appointed head of 
the copy desk on the Syracuse Herald. 
Mr. Turner succeeds E. F. Pugh, who 
has been with the Syracuse Herald for 
more than two years. He resigned re- 
cently to join the Rochester Post- 
Express. 

J. T. Baber, telegraph editor of the 
Miami (Fla.) Herald, has returned to 
his desk from Washington, D. C., where 
he was a witness in some war fraud cases 
the government has under way. On his 
way back he visited his home in Lynch- 
burg, Va. 

George Putman Stone, assistant city 
editor of the Chicago Evening Post, has 
resigned to sit in at the rewrite desk of 
the Chicago Daily News. Employes of 
the Post honored him with a farewell 
dinner. 

Maxine Davis, formerly on the Chicago 
Evening Journal, now on the Washing- 
ton Herald, was in Chicago during the 
week visiting friends. 

Robert Vanderpoel, financial editor of 
= Chicago Evening Journal, and Mrs. 

Vanderpoel have a new son born last 
Thursday. 

Miss Effie Alley, reporter for the Chi- 
cago Evening Journal, has been called to 
her home in Eldorado, Ark., because of 
illness of her aunt. 

William J. Robertson, city editor of the 
Richmond News Leader, who succeeded 
Herman West as Associated Press day 
representative in that city, was highly 
complimented by his chief in Washington 
headquarters for his story on the opening 
of the recent Confederate reunion in 
Richmond. 


William Chandler, for many years on 
the staff of the Seattle Times, has gone 
to the Post-Intelligencer to be news ed- 
itor. 

Donald S. Harris, University of Wash- 
ington School of Journalism, 1922, was 
awarded the hundred dollar prize offered 
by the Washington chapter of Sigma 
Delta Chi for the ten best editorials pub- 
lished in the University of Washington 
Daily in 1921-22. Mr. Harris is now in 
the employ of the Miller Freeman Publi- 
cations, Seattle. 

Albert W. Mason, editor of the Bakers- 
field (Cal.) Morning Echo, has been ap- 
pointed postmaster of his home city. 


Mrs. Jessica H. Wright, formerly as- 
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sistant editor and editorial writer on her 
local paper, has been appointed post- 
master at Sierra Madre, Cal. 


George Pierrot of Seattle has resigned 
as associate editor of Business, a Detroit 
publication, to become assistant editor of 
the American Boy. 


Fred J. Chlupp, advertising manager 
of the Milwaukee Wisconsin-News, spent 
his vacation in the woods of northern 
Wisconsin. 

Philip Miller has joined the art de- 
partment of the Milwaukee Wisconsin- 
News. 

E. E. Miller, formerly of the Pitts- 
burgh Dispatch, has joined the editorial 
staff of the Milwaukee Sunday Telegram. 

Ernest H. Kronshage, editorial writer 
for the Milwaukee Wisconsin-News, has 
returned from a trip to Canada. 

Ernest Kaltenborn has resigned as po- 
litical writer for the Milwaukee Wis- 
consin-News to become associated with 
the publicity department of the Commit- 
tee of 44, a Republican organization in 
Wisconsin. He was also married re- 
cently. 

Leslie Ernst, former rewrite man for 
the Milwaukee Wisconsin-News, is now 
in the same capacity on the Peoria (IIl.) 
Journal-Transcript. 

Amram  Scheinfeld, former rewrite 
man of the Milwaukee Wisconsin-News 
staff, is now doing special feature articles 
for the Milwaukee Sunday Telegram. 

Wilbur Wood, for several years sport 
editor of the St. Louis Republic, is now 
on the Milwaukee Wisconsin-News copy 
desk. 

Kenneth Sutton, former rewrite man 
with the New Orleans Times-Picayune, 
is now on the rewrite staff of the Mil- 
waukee Wisconsin-News. 

Charles Wilson, copy-desk man for the 
Milwaukee Wisconsin-News, has been 
transferred to the Milwaukee Sunday 
Telegram. 

Hubert Kelly, rewrite man of the Mil- 
waukee Wisconsin-News, has left on a 
trip to England and Ireland. 

Gerald McDonough, former police re- 
porter of the Milwaukee Journal, has 
joined the reportorial staff of the Wis- 
consin-News. 


Gaston Grignon, who has been report- 
ing for the Milwaukee Wisconsin-News, 
has been transferred to the promotion 
department. 











THE BUSINESS OFFICE 


C BARLES D. ATKINSON, business 
manager of the Atlanta Journal, ac- 
companied by Mrs. Atkinson will arrive 
in New York, July 18, and will stay at 
the Hotel Astor. 

Walter Ford, who has been in charge 
of book advertising on the New York 
Evening Post, has gone to the New York 
Globe to take a similar position. He was 
succeeded on the Post py Anthony Gross, 
formerly of the S. C. Beckwith Special 
Agency. 

William Engelhart of the Chicago 
Tribune financial advertising staff has 
transferred to New York to do work for 
the Tribune there. 

Leslie Schmidt is a new member of 
the financial department of the Chicago 
Tribune. He was formerly connected 
with the financial department of ‘the New 
York News. 

J. V. Hollett has resigned from the 
Washington Times and is now with the 
Crowell Publishing Company at Cincin- 
nati, 


James B. Rogers, Clyde A. Newman 
and C. E. McKitrich, all former attaches 
of the resort advertising department of 
the Chicago Tribune, have transferred to 
the local advertising department. 

Captain Peter Hamilton has resigned 
as classified manager and real estate ed 
itor of the New Orleans Item to become 
advertising manager of the Houston 
(Tex.) Press. Adolph K. Scharff, di- 
rector of the statistical department of the 
Item, will manage the real estate depart- 
ment. Leo Jalenak will have charge of 
classified. 

William E. Wheeler, until recently 
with Barton, Durstine & Osborn, New 
York advertising agency, has joined the 
Eastern foreign advertising staff of the 
New York Daily News. 

John E. Lynch has resigned as classi- 
fied advertising manager of the Lynn 
(Mass.) Telegram News. 

B. B. Lovins, for four years head of 
the Huntington (W. Va.) Herald-Dis- 
patch advertising staff, has resigned to 
enter the advertising field on his own 
account. Mr. Lovins will have office room 
with N. W. Yates, now in the advertising 
business in Huntington. 

H. W. Hussey has joined the advertis- 
ing staff of the Sioux Falls (S. D.) 


Press. 
Edward H. Manke, for two years with 
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the advertising department of the Kansas 
City Post, has opened a newspaper and 
direct mail advertising office in the Lee 
building, Kansas City. 

Walter Lockard has been appointed cir- 
culation manager for the Covi ington 
(Va.) Virginian. 

David W. Tibbott has joined the for- 
eign advertising department of the Bos- 
ton Globe. 

Joseph C. Ruszkiewicz, 
manager of Everybody’s Daily News, 
suffalo, is on his way to Poland, Ger- 
many and France on a pleasure trip. 

Victor H, Cunnyngham, son of the late 
Victor L. Cunnyngham of the Chicago 
advertising agency of Williams & Cun- 
nyngham, has been appointed manager of 
the St. Louis office of the G. Logan Payne 
Company. 

Henry Greenfield, who has been con- 
nected with the Jewish Daily Forward 
for the past 18 years, in charge of mer- 
chandising service and research depart- 


advertising 


ments, has been appointed advertising 
manager. 
John H. Lawton, formerly business 


manager of the Burlington (Vt.) Daily 
News, has been appointed business man- 
ager of the Mount Vernon (N. Y.) 
Argus. 

Peter Hamilton has been appointed ad- 
vertising manager of the Houston (Tex.) 
Press. He was formerly in charge of 
classified advertising for the New Or- 
leans Item. 

John M. Black is the new advertising 
manager of the Milwaukee Sunday Tele- 
gram. 

W. R. Crandall, formerly with the Chi- 
cago Herald-Examiner, has been appoint- 
ed district circulation manager of the 
Milwaukee Sunday Telegram. 

M. Koenigsberg, head of the Hearst 
news and feature services, arrived home 
from Europe this week. 


WITH THE AD FOLKS 


GRANT DAVIS has been appointed 
advertising manager of the National 
Metal Molding Company, Cincinnati, 
succeeding Vinton H. McClure, now vice- 
president and director of service for the 
Sutton Press, in the same city. ° 

Miss Minnie A. Buzbee has resigned 
as manager of the advertising and new 
business departments of the American 
Bank of Commerce and Trust Company, 
Little Rock, Ark., to become manager of 


the New York office of the Harvey 
Blodgett Company. 
C. W. Butterfield, assistant general 


manager in charge of sales for the Apex 
Motor Corporation, Ypsilanti, Mich., has 
resigned. 

R. Taylor Coleman, division informa- 
tion manager at Richmond for the Ches- 
apeake & Potomac Telephone Company 
of Virginia, has been transferred to gen- 
eral headquarters at Washington in 
charge of display advertising and news- 
paper publicity for the company in Vir- 
ginia, West Virginia, Maryland and the 
District of Columbia. 

Neal A. Truslow has been made ad- 
vertising manager of the Western Cart- 
ridge Company, Alton, Ill. He formerly 
was assistant advertising manager of the 
Hercules Powder Company, Wilmington, 
Del. 

Amy Armstrong LaCoste, advertising 
ree — of the Walker Brothers Dry 
Goods Company, Salt Lake City, has 
been appointed a director of the Associ- 
ated Retail Advertisers. 








19,866 Advertisements 


In six months of this year the 
New York Times published 136,- 
892 agate lines of Automobile 





exchange advertising—a gain of 
5,585 lines over the same period 
The number of ad- 


vertisements printed was 19,866. 


last year. 
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NOTES OF THE AD AGENCIES 


WILBUR D. NESBIT of Chicago 

and Mrs. Nesbit are spending sev- 
eral weeks at their summer home in Bay 
City, Mich. 

Authorized to conduct a general ad- 
vertising business, the Municipal Adver- 
tising Service, Inc., Norfolk, Va., was 
granted a charter this week with the fol- 
lowing incorporators: John Cahill, Jr., 
Norfolk, president; H. D. Riggins, Nor- 
folk, secretary; and A. F. Amory, 
Hampton. 


Franc D. Mayer has joined Vanderhoof 


& Co., Chicago, and has been elected 
vice-president. 
Chester F. Craigie, who recently re- 


signed as president and director of Do- 
minion Advertisers, Ltd., Montreal, is 
now manager of the Consolidated Adver- 
tising Service, with headquarters in To- 
ronto and branch offices in Montreal. 
Mr, Craigie is a former telegraph editor 
of the Rochester Herald and city editor 
of the Rochester Post Express. 

Hector Fuller, who acted as personal 
representative of Sir Charles F. Higham 
on his recent American visit, will now 
represent him here with headquarters at 
1 West 37th street, New York. 

3ruce Whittier has been appointed 
Boston manager of ‘William T. Mullally, 
Inc. He has been on the New York staff 
and was formerly with the Charles Wil- 
liams Stores and the Frank Seaman 
Agency. 

H. Sidney Ward, for the past six years 
with the Beaver Board Company of New 
York, has joined the copy and service 
department of the Wood, Putnam & 
Wood Company, Boston. 

C. J. Egan, for more than 25 years in 
national agency, magazine and newspaper 
advertising, in New York, Chicago and 
St. Louis, has joined the staff of the 
Fisher-Brown Advertising Company, St. 
Louis. 

W. C. Becker, formerly of the Gardner 
Advertising Company, St. Louis, has 
joined the George Batten Company of 
New York. s 

A. A. Gelatt, formerly with E, J. Reef- 
er, Philadelphia, manufacturing chemist, 
has joined the Aitkin-Kynett Company, 
advertising agency, Philadelphia. 

Fred R. Lufkin, recently assistant ad- 
vertising manager of the Cutler-Hammer 
Manufacturing Company, Milwaukee and 
New York, has joined George J. Kirk- 
gasser & Co., Chicago advertising agency. 
T. C. Hatch, who has been with the sales 
staff of the A. O. Smith Corporation, 
Milwaukee, and editor of Insurance Di- 
gest, Chicago, is now with the copy de- 
partment of George J. Kirkgasser & Co. 

E. K. Thompson has resigned as ad- 
vertising manager of the T. M. Sayman 
Products Company, St. Louis. 
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ATLANTA, GA. 
Curtis Publishing Company’s 
list of the 
tisers in magazines contains 
the names of 


32 who also use 
The Atlanta Journal 


this 
contracts with a local paper 
n Atlanta fails to use THE 
JOURNAL. 


largest 50 adver- 


Only one in list who 
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OW A— 


Holds a leading position 
in the number of tractors 
on farms— 


22,319 


In 1920, Lowa was second only to Illinois in the num- 
ber of tractors, having over 20,000. 


Probably because 98.5% of Iowa’s land is tillable, 
tractors have wide distribution throughout the state. 
No county has less than 53. 
county possesses 641 tractors. 
per county. 


One large northern 
The average is 225 


A Market for 
Modern Utilities 


These figures are indicative of the modern methods 
being employed by Iowa farmers. They are progres- 
sive and are quick to adopt labor saving and other 
devices which pay their way. 


If half the farm owners in Iowa are prospects for 
your product, there would be over 60,000 persons to 
call upon. If tenants are equally good prospects, the 
number would grow to well over 100,000. 


It would be impossible to call upon so many pros- 
pects in a year. The only method by which you can 
acquaint this market with your product is through 
advertising. 


These newspapers offer a direct 
route to the tractor owners, land 
holders and tenants of Iowa. 
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*Des Moines Sunday Register......... (S) 116,465 .20 
*lowa City Press-Citizen ............ (E) 6,320 .035 

Mason City Globe Gazette.......... (E) 11,015 .035 
eee (E) 7,868 .035 
a (E) 13,186 .05 
a eee (M&E) 50,804 11 
CE IN oo i odo dk o6s cee (S) 38,168 11 
*Waterloo Evening Courier...... so a 15,099 .05 


Government Statements, April 1, 1922. 
*A. B. C. Statement, April 1, 1922. 
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The Ehlbert 
the Press 
agencies, 


Advertising Service and 

3ureau, Chicago advertising 
have been merged and incor- 
porated as the Ehlbert Advertising Serv- 
ice, Inc. The incorporators are Mark E. 
Ehlbert, Denr rn an Crittenden, J. S. Ehl- 
bert, Charles A. Ehlbert and Edmond I. 
Eger. 

Tom Killian has resigned as vice-presi- 
dent of Jenkins, Back & Willian, Inc., 
Chicago advertising agency, and is as- 
sociated with Wells-Ollendorf, Inc., Chi- 
cago. 

Malcolm McAllister of Salt Lake City 
has retired from the advertising agency 
business bearing his name to become 
associated with the American Gas Ac- 
cumulator Company, of Elizabeth, N. J., 
as Utah and Idaho representative. 


AWAY FROM THE DESK 


F W. ELDREDGE of the Los An- 
* geles Examiner spent a few days 
in Chicago last week while returning 
from Europe. 
R. J. Finnegan, 
the Chicago 
his vacation. 


editor of 
has returned from 


managing 
Journal, 


Arthur S. Thompson, secretary to 
general manager Frederick Roy Martin 
of the Associated Press, is spending his 
vacation at Seaside Park, N, J. 


“Jimmy” Murphy, central police re- 
porter for the Chicago Journal, is on a 
vacation in Northern Michigan. 


C. J. Marshall, Chicago manager of 
the Consolidated Press, is on a vacation 
in the East. 


H. R. Baukhage, superintendent of the 
Western Division of the Consolidated 
Press, has returned from a visit to his 
parents in Danville, Ill. 

John Harrison, editor of the Danville 
(Ill.) Commercial News, has returned 
from California. 

David Rotroff, sporting editor of the 
Chicago Daily News, is on a two weeks’ 
vacation. 

Roy C, Fitzgerald, ~—— editor on 
the Richmond (Va.) News-Leader, with 
Mrs. Fitzgerald and their daughter, Shir- 
ley, is spending his vacation at the home 
of his parents at St. Johns, Mich. 

Maxwell Victor, copy editor of the 
Portland (Ore.) Telegram, has been 
spending a portion of his vacation in the 
capital city. 

Andrew Jackson Warner, dramatic 
critic of the Rochester Times-Union, is 
spending the summer months in a tour 
of Europe. 

Keith Preston of 
Chicago Daily News, 
cation in Canada. 

Charles Collins, dramatic critic of the 
Chicago Evening Post, and Ashton Ste- 
vens, dramatic critic of the Chicago Her- 
ald & Examiner, have returned from 
vacations at Saugutuck, Mich. 

Mrs. India Moffett, society editor of 
the Chicago Tribune, is touring the New 
England States, 


“The Periscope,” 
is back from a va- 


Harry Crain, news editor of the Salem 
(Ore.) Capital Journal, with his family 
has been spending his vacation at Rock- 
away Beach, Ore. 


Rex Hess of the editorial staff of the 
Springfield (Ohio) News is spending his 
vacation in Indiana. 

Wells R. McBride of the Ogden 
(Utah) Standard-Examiner advertising 
department is on his annual vacation. 

John Keys of the Chicago Daily News 
left for a two weeks’ vacation in Kansas 
City. 

Eugene E. Flynn, business manager of 
the Lynn (Mass.) Telegram-News, ac- 
companied by Mrs. Flynn, who is on the 
advertising staff of that paper, and Mrs. 
William E. Buckingham, wife of the 
advertising manager, passed last week in 
Washington, D. C., making the trip by 
automdile. 

M. B. Vaughn, news editor of the St. 
Paul Daily News, is devoting his vaca- 
tion to an auto tour of the Northern 
Minnesota forest region. 


Walter FE. Virnelson, member of the 
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Richmond (Va.) Times-Dispatch city 
staff, visited his old home in Portsmouth 
this week. 

Mark F. Ethridge, city editor of the 
Macon (Ga.) Telegraph, and his wife, 
who also at one time was a member of 
the Telegraph staff, have just returned 
from a vacation trip to Indianapolis and 
Chicago. 

Alfred Foley of the Chicago Tribune’s 
classified advertising department is on 
two weeks’ vacation. 

Albert J. Moss, federal and labor re- 
porter for the Rochester Times-Union, 
has recently returned from a week’s trip 
to Montreal and Quebec. 





MARRIED 


ME: AND MRS. ROY J. GIBBONS 
got back last week from their wed- 
ding trip in Northern Wisconsin. Mr. 
Gibbons is Chicago correspondent for 
the N. E. A. of Cleveland. 


Roscoe Taylor of the Rochester (N. 
Y.) Post-Express staff and Miss Louise 
Cunningham of the Times-Union force 
were married this week, springing a sur- 
prise on their fellow-workers of both pa- 


pers. The couple left for Los Angeles 
July 11. 
Larry Semon, former newspaper car- 


toonist, and Lucille Carlyle, motion pic- 
ture actress, have announced their en- 
gagement. 


William P. Forristall, a member of the 
Boston Globe staff, and Miss Madeline 
Agnes Foley were married this week. 





HEADLINES MENACE JOURNALISM 





Publishers Not Feeding Nourishing Food 
to Readers, Says Col. Osborn 


New Haven, Conn., July 13.—Reading 
newspapers by headlines menaces the fu- 
ture of journalism, according to Col. 
Norris G. Osborn, editor of the New 
Haven Journal-Courier, in a speech at 
a dinner given by Connectitcut editors a 
short time ago to W. J. G. Myers. 

“We are all doing ali we can by ingenu- 
ous methods to destroy our property,” the 
veteran publisher claimed. “We are 
teaching the public to rely on headlines 
and to take the news from the headlines 
rather than from the body of the article 
itself. I maintain that we don’t feed 
them the kind of food that is nourishing. 

“Yesterday I picked up a New Haven 
afternoon paper and counted 29 stories 
that had been jumped over from the 
first page to the inside of the paper. 
This is an irritation which sooner or 
later, we will have to eliminate. It is 
not pleasant to confess that the news- 
paper of today is the child of Arthur 
3risbane, imitations of that brilliant but 
misguided writer. We are seriously 
jeopardizing our influence in the com- 
munity. We are all sinners in that re- 
spect. 

“There should be a beginning of a 
return to the old-fashioned way of pre- 
senting the news like the days of the 
Sun under Dana. Brisbane has not im- 
proved the profession in this country. 
He has brought it down to the level of 
the moving picture house. He has done 
a great disservice to the profession. We 
must correct this if we are to hold our 
place in the community. 

“The newspaper profession is becom- 
ing too commercialized. We have lived 
to see the medical profession commer- 
cialized and the theological profession 
has almost reached that point. Journal- 
ism must be saved from this, and from 
the inevitable results of corruption in 
its various forms. The American press 
today is facing a great danger—and the 
only salvation is the path of honor and 
glory.” 


Miami Metropolis Restores Edition 


The Miama (Fla.) Daily Metropolis 
has changed back to three editions. A 
few weeks ago it eliminated the noon 
edition and issued only a home edition at 
2 p. m. and a final at 5 p. m. The noon 


edition has been replaced. 
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POST-DISPATCH RADIO 
ON LARGE SCALE 


Antennae Tower 70 Feet Over Roof— 
Special Rooms for Sending and 
Accommodation of 
Entertainers 








The new radio broadcasting station of 
the St. Louis Post-Dispatch—station 
“K. S. D.”—was formally opened with 
an elaborate program June 26. The first 
broadcasting of the Post-Dispatch was 
done in the middle of last winter. Ex- 
periments made with a small set met 
with so much approval that it was de- 
cided to install new apparatus of the 
latest type and as powerful as any in the 
United States. 

As engineer from the Western Elec- 
tric Company surveyed the Post-Dis- 
patch location and drew up specifications 
for the proposed station. Three months 
were required to complete the manufac- 
turing, testing and installation. Two 
steel towers to support the aerial were 
erected on the roof of the Post-Dispatch 
building. These towers are 14 feet square 
at the base and rise to a height of 70 
feet; the legs go down through the roof 
to rest on the steel framework of the 
building. 

The antennae consist of four phosphor 
bronze wires spaced six feet apart and 
suspended from wooden masts ten feet 
long at the top of each tower. 

The transmitting apparatus is housed 
in a brick building on the roof. On the 
second floor is a room specially con- 
structed for the sending of radio pro- 
grams. Every inch of hard surface in 
this room was treated so as to prevent 
any reflection of sound waves. 

Programs in the radio room are picked 
up by a microphone which will detect 
the most delicate sounds, and changed 
into electric waves which travel through 
a conduit to the building on the roof. 
Here these waves are amplified thousands 
of times when they pass through the 
“speech imput” panel. They then pass 
to the transmitter set which further am- 
plifies them and sends them out through 
the antennae, 





ACHIEVING YOUTH AT THREE- 
SCORE AND TEN 





(Continued from page 5) 











the larger scale, it 
high principles. 

A talk with Mr. Barber cannot hely 
but convince one of his profound belief 
in the power of the printed word—the 
thing in which he deals—and the creative 
power of the individual. 

“We must always have consideration 
for the other fellow if we wish to achieve 
real success, and failure to succeed can 
be attributed to failure to abide by the 
rules of consideration of the other fel- 
low,” he declared most emphatically. 
“We have all heard the fatal expression, 


is built entirely on 


‘The public be damned,’ but in our busi- 
ness it would be well if we would re- 
member the expression that wrecked one 
of New England’s most successful news- 
papers. 

“Boston had suffered from a fire that 
almost equaled the Chicago fire in the 
havoc that it wrought. The day after, 
the pompous owner of the old Boston 
Advertiser came into his office and 
throwing out his chest said, ‘Today we 
hardly know what any man is worth 
around here. From now on business here 
will. be done cash over the counter.’ 

“‘Cash over the counter’ wrecked that 
great newspaper property.” 

Questions about the decline of maga- 
zines as advertising mediums brought no 
direct response on present-day tendencies 
but we will quote a remark: 

“A few years ago McClure’s Magazine. 
was a catalog of the offerings of the 
business world. Then they took the man 
who was responsible for the magazine 
away from it.” 

Life is good to J. Wesley Barber, aged 
74, who for 56 years has been actively 
engaged in advertising agency work and 
is still playing a big part. He started 
picking out the beautiful places of the 
world in his youth when Mrs. Barber, 
who died some years ago, was able tg 
enjoy his pleasures with him; he has a 
son, Harold F., who relieves him of many 
present business cares, and a daughter to 
comfort him. 

His principal aversion is split commis- 
sions, and at 74 this dean of the adver- 
tising men of America is youthful enough 
to use such expressive phrases as “You're 
my meat,” and can find real comfort 
wrapped in a blanket in the big outdoors. 


He has one piece of advice for those 
who would rest or gain the strength to 
do big things: 

“Don’t go down to the sea. Find rest 
and the power to create big things for 
your fellowmen in the quiet and majesty 
of the mountains. The sea—I know the 
sea, too—it is restless and tiring.” 





The high quality of 
HUBER’S Grit-Free 
BLACK NEWS INKS 
also prevails in HUBER’S 
COLORED INKS 
for comic and magazine | 
supplements. 


Manufactured by 


IJIMtluber 
Main Office: NEW YORK 


HUBER’S colors in use since 1780 
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an Income. 





CIRCULATION 
IS THE BAROMETER OF A NEWSPAPER 


@ Features Making A Direct Appeal to 
the Subscriber Himself Produce Circula- 


@ Insurance Protection Prevents Com- 
plete Loss of Earning Power Because of 


Temporary Disability. 
@ It Appeals to Every Man Who Earns. 


HICKEY-MITCHELL CO., Pierce Bldg., St. Louis 
U. S. Mgrs., NATIONAL CASUALTY CO., Newspaper Dept. 
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TIPS FOR AD MANAGERS 








Advertising Service Company, 47 West 34th 
street, New York. Using 28 lines, 2 times 
for the Radio Guild, Inc. 

W. Ayer & Son, 300 Chestnut street, 
Philsdelphis Sending out orders for Colum- 
bia Graphophone Company. 

Barritt & Co., 220 South State street, Chi- 
cago. Are preparing copy for Sidway Mer- 
cantile Company, Elkhart, Ind. 

Bauerlein, Inc., Hibernia Bank Bldg., New 
Orleans. Handling account of the Dunbar- 
Dukate Company, of New Orleans, “Dunbar 
Shrimp” and other canned foods. A Pacific 
Coast newspaper campaign will be released 
in the early fall. 


Bloomingdale-Weiler Advertising Agency, 
1420 Chestnut street, Philadelphia. Using 
300-line copy in Pennsyvania, New Jersey, 
Delaware and Maryland newspapers to adver- 
tise “Olde Stock Lager’ manufactured by 
John F. Betz & Son, Ltd., Phialdelphia. 

Boswell-Franklin Agency, 786 5th Avenue, 
New York. Sending out copy for Cosmopoli- 
tan Magazine. 


John D. Boyle, 562 Sth avenue, New York. 
Using 35 lines, 1 time for the Radio Con- 
struction Company. 

Chambers Advertising Agency, Maison- 
Blanche Blidg., New Orleans. Making 2,000- 
line yearly contracts for Louisville & Nash- 
ville Railroad. 

Nelson Chesman & Co., Publicity Bidg., St. 
Louis. Sending out 6-time orders for Marmola. 

Nelson Chesman & Co., First Nat. Bank 
Bldg, Chattanooga. Making 2,000-line con- 
tracts for the Chattanooga Medicine Com- 
pany. 

Cowan Company, 50 Union Square, New 
York. Sending out schedules for Lifebuoy 
Soap. 

Dake-Jobanet Agency, 251 Kearney street, 
San Francisco. Using 45 lines 25 times for J. 
Baalman. 


Erwin, Wasey & Co., 58 East Washington 
street, Chicago. Are making up a list on E, 
W. Rose Company, Cleveland. 

Farnsworth, Brown & Schaefer, Inc., 2 West 
45th street, New York. Planning campaign 
for Cortex Gun Wads, manufactured by the 
oe Manufacturing Company, Wilmington, 

el. 


Federal Advertising Agency, 6 East 39th 
street, New York. Planning campaign in 
Western cities, where they have distributors 
for “Lawrence Barrett” cigar, manufactured 
by D. Emil Klein Company, New York; plan- 
ning campaign in New York City for “‘Ricoro” 
cigars, United Cigar Stores; handling account 
for Wilkins & Adler, New York, for “Golflex” 
women’s apparel. 


Ferry-Hanly Advertising Company, 1110 
Grand avenue, Kansas City. Planning fall 
campaign for the Haldeman-Julius Company, 
book publishers, Girard, Kan. 

Freeman Advertising Agency, Inc., Mutual 
Bldg., Richmond, ‘. Sending out advertis- 
ing for the G F. uer Company, “Sauer’s 
Flavoring Extracts,” fall and winter cam- 
paign; F. S. Royster Guano Company, “Roy- 
ster” fertilizer, 168-line copy to farm journals 
and newspapers in East and South for fall 
and spring campaign; 42-line copy for School 
of Social Work and Public Health to South- 
ern newspapers; Wascott Corporation, “‘Was- 
cott Ginger Ale,” to Southern and Eastern 
newspapers. 

Charles Daniel Frey Company, Monroe 
Bldg., Chicago. Planning newspaper and 
trade paper campaign for Stephens Motor 
Car Company of Moline and Freeport, IIl., 
handling account of the Crane Company, 
Chicago and New York, plumbing supplies. 

Norman A. Fyffe Agency, 50 Madison ave- 
nue, New York. Beginning August 1, will 
handle account for A, Jaeckel & Co., New 
York furriers. 

Grandin-Dorrance-Sullivan, Inc., 130 West 
42d street, New York. Handling advertising 
of Aetna Products Company, Boston, “Sans,” 
a deodorant. Placing special campaign in 
New York metropolitan district. 

Green-Lucas Company, 103 South street, 
Baltimore. Making 5,000-line contracts for 
Bailey Brothers, “Carolina Royal Cigarettes.” 

Guenther-Bradford Company, 7 South Dear- 
born street, Chicago. Making yearly con- 
tracts for J. A. Stransky. 

J. R. Hamilton Advertising Agency, 326 
West Madison street, Chicago. Using 1,355 
lines, 6 times for Puritan Malt Extract Com- 
pany. 

Wylie B. Jones Ceres So mey, Ni- 
agara Life Bldg., Chicago. Making 2,800-line 
contracts for Howard Brothers Chemical Com- 
pany. 

Lord & Thomas, Mallers Bidg., Chicago. 
Making 5,000-line contracts for Van Ess 
Laboratories. 

H. K. McCann Company, Nat. City Bldg., 
Cleveland. Planning campaign for S. O. S. 
Aluminum Cleanser, manufactured by S. O. S. 
Manufacturing Company, Chicago. 

McJunkin Advertising Agency, 5 South Wa- 
bash avenue, Chicago. Adding new towns to 
Orange Crush Company list. 

Mears-Richardson-Briggs Company, Payne 
avenue and East 21st street, Cleveland. Re- 
leasing copy for F. B. Stearns Company, 
Cleveland, manufacturers of Stearns-Knight 
automobile. 

Ralph W. Merrill Company, Wrigley Bldg., 
Chicago. Handling account for and _ will 
probably use farm publications for American 


Institute of Agriculture, 
pondence school. 

John F. Murray Advertising Agency, 598 
Madison avenue, New York. Making 10,- 
000-line contracts for Wyeth Chemical Com- 
Pany-Jade Sales and Allied Interests. 

Newell-Emmett Company, 116 West 32d 
street, New York. Sending out schedules for 
“Polo” cigarettes, Liggett & Myers. 

Owl Advertising Agency, Terre Haute, Ind. 

D. Q. 


Chicago, corres- 


Making yearly contracts for P. 

Hancock Payne Advertising Agency, 110 
West 3th street, New York. Making trade 
deals with newspapers for Hotel Astor, New 
York. 

Frank Presbrey Company, 456 4th avenue, 
New York. Making 2,800-line contracts for 
Pennsylvania Rubber Company. 

William H. Rankin Company, 104 Michigan 
avenue, Chicago. Planning newspaper cam- 
paign for Templeton’s, Ltd., Toronto, and De- 
troit. 

William H. Rankin Company, 1 West 37th 
street, New York. Adding newspapers to list 
for General Cigar Company, “William Penn 
Cigar”; planning localized campaigns through 
New York and Chicago office for Austin 
Nichols & Co., New York and Chicago; plan- 
ning fall and winter advertising for Bulova 
Watch Company, 36th street and 5th avenue, 
New York. 

George S. DeRouville Advertising Agency, 
Albany County Savings Bank Bldg., Albany, 
N. Y. Making 3,000-line contracts for Jacques 
Capsule Company. 

H. E. Remington y, 327 South La- 
Salle street, Chicago. Making 2,000-line con- 
tracts for Chicago, Milwaukee & St. Paul 
Railway. 

H. E. Remington Advertising Company, 
Grand Central Terminal, New Fark Placing 
orders with a selected list of newspapers for 
Remington Typewriter Company, 374 Broad- 
way, New York. 

Irwin L. Rosenberg, 400 North Michigan 
avenue, Chicago. Has secured account of Au- 
diola Radio Company. 

F. J. Ross Company, 110 West 40th street, 
New York. Sending out copy on contracts 
for Consolidated Cigar Cmpany. 

Smith, McCrory & Co., 468 College avenue, 
Racine, Wis. Handling account of the Wis- 
consin Top Company, Racine, Wis. 

R. C. Smith & Son, + 32 Front street, 
West, Toronto. Handling account for North 
American Tailors, Ltd., Toronto, 

Snodgrass & Gayness, 489 Sth avenue, New 
York. Using 200 lines, 15 times for Racine 
Rubber Company. 

J . Agency, Mallers Bidg., Chi- 
cago. Sending out copy to Ohio papers for 
the North American Importing Company, 
hair nets. 

J. Walter Thompson Company, 244 Madison 
avenue, New York. Placing account for Mc- 
Cawley & Co., Baltimore, “Slipova” clothes 
for children. 

. Walter Thompson Company, Lytton Bldg., 
Chicago. Making yearly contracts for the 
Scholl Manufacturing Company. 

Thresher Advertising Service, 136 Liberty 
street, New York. Will handle account of 
Colgate’s Ribbon Dental Cream, beginning 
January 1, 1923; other Colgate advertising 
will continue to be handled by Frank Seaman 
Company. 

Wood, Putnam & Wood Company, Oliver 
Ditson Bldg., Boston. Planning national cam- 
paign for Towle Manufacturing Company, 
Newburyport, Mass. 


New Church Advertising Copy 


Dr. Christian F, Reisner, president of 
the Church Advertising Department of 
the A. A. C. W., has sent letters to the 
governor of every state asking them to 
write a brief article on “The Worth of 
the Church to the Community.” Replies 
from the state executives will be used in 
advertising and copy composed of the 
testimony of eight or ten governors from 
each section of the country will be offered 
to the newspapers of that region. Her- 
bert H. Smith of the Presbyterian Church 
publicity department will continue his 
work for the A. A. C. W. during the 
next year. 


Ads for St. Louis Pageant 


Space will be used in 129 newspapers 
in 124 cities in 19 states to advertise the 
St. Louis Pageant of Fashion which will 
be held at the Municipal Theater in For- 
est Park, August 3 to 16, inclusive. The 
expenditure will be through the Munici- 
pal Advertising Campaign of the St. 
Louis Chamber of Commerce. This has 
been placed through the John Ring, Jr., 
Advertising Co., St. Louis. 





Colombian Daily Has N. Y. Office 


El Espectador, daily newspaper of 
Bogota and Medellin, Colombia, has 
opened a New York office in charge of 
M. Garcia-Pena. 








INDIANA 


Because of its location in the center of 
American population—and of the responsive- 
ness of its prosperous people and because of 
transportation facilities which are unexcelled 
for quick distribution of merchandise 


NATIONAL ADVERTISERS 
SHOULD CONCENTRATE ON 


INDIANA 


A given territory intensively cultivated 
gives great satisfaction and soon popularizes 
merchandise nationally advertised. 

Your local dealer gets his customers 
through using his own home town news- 
papers. Go to his people through the same 
charinel, and you will forge a strong link in the 
chain that will bind your customers to you. 








Try These Dailies Out on Your Next 
Campaign. 











Rate for 
Circulation 5,000 lines 
Decatur Democrat ......0sccccceeee (EB) 3,151 .025 
*Evansville Courier ..........-..+-+-(M) 22,938 .05 
SHipemante Cater . oc ccc cc cecccccce (S) 21,392 .05 
*Fort Wayne Journal-Gazette. (M) 23,528 } 


*Fort Wayne Evening Press.....(E) 15 (054 § 38,582 -10 


*Fort Wayne Journal-Gazette ..........(S) 24,661 .07 
*Fort Wayne News-Sentinel............ (E) 31,508 .08 
*Fort Wayne News-Sentinel .. caweweaee 32,008 .08 
*Gary Evening Post and Tribune errr. 8,953 .05 
*Indianapolis News ..........+.+-- .(E) 115,634 .20 
LaPorte Herald ......... ancducceann (E) 3,721 .025 
{South Bend News-Times...... ai or 18,191 .05 
+South Bend News-Times ...........-- (S) 18,864 .05 
Sout Tee THRs cic ccc cccces (E&S) 16,027 .055 
*Terre Haute Tribune ....... .. (E&S) 22,381 .06 
*Vincennes Commercial ..........-.- (M&S) 5,010 .025 
Government Statements, April 1, 1922. 


*A. B. C. Publishers’ Statements, April 1, 1922. 
+Publisher’s Statement. 























Fastest Growing 
Paper in South 


NEW ORLEANS 
STATES 


Over 50,000 daily 
Over 63,000 Sunday 


About 80% gain over last year. 
Represented by 


S. C. Beckwith Special Agency, 
New York 


John M. Branham Co., Chicago 








BUFFALO EVENING NEWS 
Again Leads All Six-Day Publications 
in United States in National 
Advertising 
In 1921 the Buffalo Evening News assumed 
the leadership of the National Advertising Fidld 
iy all papers publishing only six days re 


“ie 1922 the Buffalo “ retains this 


leadersh 
National Advertising i212, 517,574 
agate lin 


THE BUFFALO sladen: 

The Buffalo market is a responsive market, 
an economical market, and built upon the recks 
of sound conservative growth. 

In 1921 there were more building perms 
and more money spent for buildings of all kinis 
including factories and additions than in sny 
other year of its history. 

In 1921 there were more business structurce 
erected in Buffalo than in any previous year 

It is significant to note that at the omens 
time there is no retail store for rent. 

Buffalo is a 

Buffalo is pros 

Buffalo is Withstanding the onslaught of the 
‘tion od. 


Your campaign will pay in Buffalo. 


BUFFALO EVENING NEWS 

E. H. BUTLER, Editor & a 
Kelly-Smith Company, a tives, 
bridge Bldg., New York, N. ; Lytton Bide, 
Chicago, Ill. 











LEADS ALL LOS ANGELES 
DAILY NEWSPAPERS IN 
TOTAL PAID CROULATION 


Government statement for 
months ended March 31, 1922 


sverese 146,233 o% 


New York Chicago 
H. W. MOLONEY 
604 Times Bldg. 


6 No. Michigan Ave. 
Suite 401, Tower Bldg. 


G. LOGAN PAYNE CO, 














The Pittsburgh Post 


A newspaper of character, 
integrity and enterprise 
which has earned the confi- 
dence of the people of the 
world’s greatest industrial 
district. 


DAILY and SUNDAY 














Few Papers —(if any) — surpass the 


TRENTON TIMES 


NEW JERSEY 


A Food Medium 


A recent reader survey indicates that 
among the housewives of the city our 
Thursday Food Feature Department— 
upward of four pages devoted to food 
recipes and news and food advertising 
—is the best feature carried by the 
Times 
Circulation 30,237 Member A. B. C. 
KELLY-SMITH CO. 
Marbridge Bldg. Bldg. 
New York Chicago 
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MAKERS” 


This is @ veguiar weekly 


department 


1922 


ONE Yew, 


designed to answer questions, offer 


suggestions and generaliy help the man and woman of the smaller city dailies 


and weekiies. 


we will pay $1 

MONEY SAVER 
Your ideas must be workable, told 
this department. Contributions to 


When 


vour 


plates of 
movie tickets 


a cartocn 
for best 
will be glad 


Cc the title off the 
service and offer 
title suggested. The movie house 
to furnish the tickets to the paper free. It 
created a lot of interest in the Lindsay 
(Nebraska) Post.—H. J. W. 
“Championship Produce” is the 

a department that will arouse interest in a 
small town paper among the amateur garden- 
ers. The reporters and employees can be told 
to be on the lookout for vegetable gardeners 
in the different sections of the town. When 
the gardens are in the prime, have the dif- 
ferent owners interviewed about the results 
that they achieved and some surprising stories 
will be secured. The farmers can be left in 
on the department also and many a champion- 
ship vegetable will they have. If it is desired, 


heading of 


a contest can be run and prizes given.— 
BE. J. 3B. 
One of the very best ways of pushing a 


country paper is by giving something 
For instance, if you gave away a year’s sub- 
scription each year to the man raising the 
tallest corn stalk in your territory or the in- 
dividual raising the biggest pumpkin, you’d 
have a talking point around which you could 
write a number of stories which would boost 
interest in your publication. A stunt of this 
sort would prove of great interest to the farm- 
ers, and as you’d have the stalk or the pump- 
kin on view in your place of business for some 
time after awarding the prize, you'd attract 
more attention to your office in this way. Put 
on a prize offer of this sort now.—F. H. W. 


away. 


The Hamilton (Ohio) Daily News is run- 
ning a weekly “Home Builder” page. Under 
this spread, one half of the page is devoted to 
news of interest to builders or prospective 
builders’ of homes, while ‘the remainder of the 
page is given over to advertisements of build- 
ing materials, electrical contractors, etc.— 

A, TF. 

A time-saving stunt for the headline writer 
is to have copy paper printed up for each style 
of head, with the letters represented by hiero- 
glyphics printed in a light color of ink. When 
these are covered the head is ready without 
the necessity of counting the letters, and the 
guides are a great aid as the head is being 
written.—E. B. 

Advertising literature, 


especially if printed 
on a large and bulky 


sheet, has a better op- 
portunity of getting results if it is folded 
printed side out, with an attractive headline 
or cut placed where it will hit in the eye the 
person opening the inclosure.—E, B. 

A form of coninaiin with the advertisers 
who handle lumber, hardware and building 
supplies and a form that will result in in 
creased advertising is to publish the picture of 
every house erected in your city. This applies 
to any city of less than 50,000 population. 
You will not only please the owner of the new 
house and his many relatives, friends and ac- 
quaintances, but you will create a desire in 
others to own homes of their own, all of which 


“News”? Favorite Oklahoma Title 


Oklahoma has 507 newspapers, ac- 
cording to a list just compiled by the 
state university school of journalism. 
Weeklies head the list with 409, and there 
are 50 daily publications. There are also 
seven church papers, six farm papers, 
four school papers, five labor papers and 
four fraternal papers, three oil papers, 
three negro papers, one German publica- 
tion, and seventeen listed under , fifte en 
different classifications. “News” as a 
title seems most popular. Seventy-seven 
use that name either alone or in some 
combination. “Democrat” comes in for 
second place, on thirty-six publications. 
“Herald” follows with 24, “Times” with 
21, “Journal” 13 and “Independent” nine. 





Graphic Arts Show Speakers 


3oston, July 13.—Plans are rapidly 
nearing completion for an elaborate pro- 


Henry Beetle Hough, co-editor and publisher of the Martha’s 
Vineyard Gazetie, will be a regular contributor, 
making and for money saving are wanted also. 


but your ideas on money 
For each idea published 


idea appears clip it out and send it to the 
EDITOR and payment will be made by return mail. 
in as few words as possible and new to 
this department will not be 


returned. 


will result in 
consequent 


increased home building, and 
increased prosperity for all. If 
you really feel that you do not owe it to your 
community to boost it you had better take the 
railroad, the highway or the airway, and go 
elsewhere and let some live progressive man 
publish the paper and work for the upbuilding 
of the community.—F. L, 

If you have a want ad Radosh in your 
paper, it would be a good idea to each week 
clip the department out, paste the clipping on 
a sheet of heavy cardboard, and hang this 
clipping in your window. By doing this you 
would be giving greater publicity to this classi- 
fied section and so would be enhancing the 
probabilities of the ads bringing results. And, 
of course, the more results you can make your 
ads bring the more advertising you will get.— 

FE. H.W, 

*““Motorist’s Corner’ is 
The corner is used for the interchange of 
ideas and suggestions by local motorists rela- 
tive to the care, repair and operation of cars. 
Weekly prizes for the best money-saving sug- 
gestions add interest to the plan.—B. A. T. 

Here is a stunt the Montana Record-Herald 
found a good feature: We offered to print 
all Christmas poems on a certain day. We 
received many contributions, some of which 
were fair and some of which were rotten. The 
page was widely read and people had some 
fun out of it. We tried the same trick for 
the spring poets. This time we got many 
more contributions. One high school sent in 
14 written by the seniors and juniors.—E. J. I. 


a popular feature. 


Many good stories from the suburbs are lost 
because not enough genuine letters of appre- 
ciation are written to correspondents when 
they turn in good stories. Such encourage- 
ment is essential when it is impossible to run 
up large space bills. One managing editor in 
the middle-west arranged the use of a stenog- 
rapher for the telegraph and suburban editor 
and checked up on him until it grew to be a 
habit to give a friendly shoulder pat for each 
good story from a correspondent. The sub- 
urban editor ran out to see one county seat 
correspondent who was making the first page 
two or three times a week. He found this cor- 
respondent was more than well-to-do and the 
checks meant little to him. He was kept in 
the town by his aged mother who disliked to 
leave. He had a genuine nose for news, and 
the encouraging letters from the paper had 
kept him enthusiastic until he was turning up 
an almost unbelievable lot of live news. Mere 
checks would not have done it, he was frank 
to say. Still another correspondent in a vil- 
lage, who turned in an _ out-of-the-ordinary 
double murder beat at 2:20 a. m., would have 
let it go until the next day, it developed, if 
the friendly letters had not stirred him to 
exert himself.—F. H. M. 

One newspaper has developed a_ piquant 
front page feature slugged: The Station- 
master Says. It is made up of feature para 
graphs obtained at the station and is unusually 
readable.—B. R. A. 


gram for the Boston Graphic Arts Ex- 
position which will be held in Mechanics 
building from August 28 to September 2. 
A. J. Philpott of the Boston Globe, John 
Clyde Oswald of the American Printer, 
W. J. Raybold, president of the Paper 
Manufacturers’ Association, W. J. Phil- 
lips of the Soutgate Press, Charles 
Heale of the Federal Printing Company, 
William Engle, president of the United 
Typothete of America, and John H. Mc- 
Parland, president of the International 
Typographical Union, are announced as 
exposition and convention speakers. A 
general meeting will be held at the Cop- 
ley Plaza, July 27, for effecting final ar- 
rangements. Committees have been 
named in charge of women’s affairs. 


Crooksten Times in New Home 


_ The Crookston (Minn.) Times Print- 
ing Company moved into its new three- 
story brick building July 1. 





The Mount Vernon, N. Y. 


DAILY ARGUS 


carries more display ad- 
vertising than any other 
newspaper in Westchester 
County. 


This is an acknowledge- 
ment of its power that the 
advertiser should heed, if 
desirous of reaching the 
people of Mount Vernon. 
GEO. B. DAVID & CO. 


Foreign Representative 
171 Madison Ave., NEW YORK 








roved value 
to Advertisers 


“Want you to know,” write 
Philip Morris & Co. Ltd. re- 
ferring to their campaign on 
English Oval cigarettes, “that 
we consider your methods of 
backing up your advertisers 
better than any Merchandising 
Service Department with whom 
we have done business.” 


LARGEST EVENING CIRCULATION 
IN NEW ENGLAND. Sells at 3 Cents. 











OURNAL 


has the largest 
circulation of 
any daily news- 
paper in Amer- 
ica. 








America’s Best 
Magazine Pages 
Daily and Sunday 


Newspaper Feature Service 


241 WEST 58TH STREET 
New York City 











For Evening and Sunday Newspapers 
International News Service 
Zl Spruce St., New York 
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“INTERESTING IF TRUE" 


is changed to 


INTERESTING AND TRUE 


science news reporting 


by 


SCIENCE SERVICE 


1115 Conn. Ave. 
Washington, D. C. 


The Science News Bulletin is a 
growing national service. 








SIX NEW 


Sherlock Holmes 


Stories 
For Sunday Publication 


The last adventures of the master de- 
tective, by Sir Arthur Conan Doyle. 
Released weekly beginning July 30. 


Boston Post 
Philadelphia Bulletin 
Buffalo Times 
Winnipeg Free Press 
and a number of others 


have already ordered. 
Samples are on the way. 


Better Wire Your Order Now 


The McClure Newspaper Syndicate 


373 Fourth Avenue New York City 








From 28,000 


to more than 


105,000 


In Seven Months 
The Detroit 
TIMES 











KANSAS IS A RICH, RESPONSIVE 
FIELD—TOPEKA, ITS CAPITAL 
A GOOD “TRY OUT” CITY 


They Are Best Covered by the 


Topeka 
Datlp Capital 


TOPEKA, KANSAS 
Only Kansas With a General 
Kansas 
Dominates its field in circulation, all 


classes of advertising, news, prestige 
and reader confidence. 


Supplies market data—does survey 
work—gives real co-operation. 


PUBLISHER 
MEMBER A. B. C.-A.N. P. A. 
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& Publisher for July 15, 


1922 


DOLLAR PULLER S 


Advertising and circulation managers are always on the lookout for new 


ideas that will increase advertising receipts and win new circulation. 


Your 


idea for increasing advertising or circulation may not appeal to your manager, 


but st may be just the thing that some other manager wants. 
PUBLISHER will bay $1 for each idea printed under this head. 

the idea is now being used in your city does not bar it from the de, 
the Dottar Putter Epitor. | 


Address your communicaticn to 


Epitor & 
The fact that 
artment. 
hen they 


appear clip them and mail them in and receive payment by return mail. 


Unavailable ideas will not be returned. 


Ww not promote “Block Parties’ 


merchants in your 


among the 
downtown district? 


Here’s the idea—designate one week as the 
date for a Block Party in the three hundred 
block on your main business thoroughfare. 


During this week get the merchants to decorate 
specially and offer special goods at particularly 
low prices. Get them also to stage store con- 
certs and arrange special window displays. 
Then get them to advertise the week heavily 
in your paper. This sort of a stunt would be 
sure to bring a lot more people to the stores 
of these merchants and such a stunt would be 
sure to make more advertising for you. Get 
the merchants in other business blocks to also 
stage block parties from time to time. In 
this way you’d considerably augment your ad- 
vertising income.—F. H 





Fire-arm dealers feel that the 
crime wave has been over-exaggerated, 
cially as it relates to firearms. They believe 
the automobile is a much larger factor in 
cr'mes than the revolver and shotgun and that 
there is a legitimate use for fire-arms. A 
measure being pushed at Washington would 
practically knock out the fire-arm industry. 
Why not line up the local dealers in large 
space on a statement a the legitimate 
use of fire-arms?—J M 


present 
espec- 


We have National Candy Days, Clean Up 
weeks, Wall Paper weeks, and a lot of other 
weeks, why not have an Ice Cream Week? 
Give it plenty of publicity in the local columns, 
and the dealers are sure to come in strong. 
Get the Ice Cream companies, Ice companies, 
Drug stores, Soft Drink parlors, nearby sum- 
mer resorts and every one who handles ice 
cream to advertise. It will be their week. 
Educate the people during this week with ar- 
ticles on the Health and Food value of ice 
cream. It should be good for more 
special pages.—V. B. N 


six or 


Money is hard to get, we all know that, but 
one live-wire newspaper has found a way get- 
ting around that question, as far as the cir- 
culation end was concerned. The _ subscrip- 
tion solicitor in the rural district filled out a 
promissory note, payable in thirty, sixty or 
ninety days, as the farmer saw fit. These 
notes were filed away, and his paper started. 
When the note fell due, if not paid before, 
the farmer was notified about it, and nearly 
every note was taken up on or before the date 
due. This is an accommodation to the farmer, 
who wants the paper but has no ready cash.— 
Vv. B. N. 





Not many Chambers of Commerce can afford 
money for display advertising purposes, but 
many can be made to help in gathering in 
advertising from individuals. For instance, a 
bocst page might be run once a week, probably 
on Monday or some other dull day with some 
pertinent timely facts about the things that 
are making the town go forward. With this 
material from the Chamber of Commerce, many 
good advertisements may be placed around 
the written material at good rates that will pay 
for the entire page. Care must be taken to 
selects readable material for the center of the 
page, as otherwise it will not have any unusual 
pulling power. a 2 


Offer cash prizes to the readers of your paper 
who send in the best letter on the subject of 
the greatest bargain they ever got through an 
advertisement in your paper. Run these let- 
ters in the center of the page and you can 
then get small local dealers to use the border 
space for advertisements in order to present 
their own bargains.—D. R 


A good special page which can be worked 
to a good advantage in almost any city is 
“Fires Which Have Moved to New Locations 
During the Last Year.” This page could be 
sold for two insertions.—G. M. C. 


“Secret Time Tour” is a new and successful 
feature used by the Albany (N. Y.) Times- 
Union. A map giving mileage and details cov- 
ering four week-end trips, is published in the 
paper. A certain definite time in which it is 
figured the trip should be made, is set down 
and put in a sealed envelope, and the informa- 
tion is not given out until the tours are over. 
Five prizes, all donated by automobile dealers, 
are given to the five motorists who complete 
the respective trips in the time nearest to the 
secret time specified. This is a good stunt 


that will attract much attention and bring in 
many dollars in advertising. Get your auto- 
mobile dealers interested and your local auto 
mobile club to co-operate. Run a special page 
feature with special advertising and automobile 
news items.—F. C. D. 


The builder’s page can be brightened by 
some real human interest stories from people 
on “Why I purchased my own home.” It is 
a good boost to home owners and many people 
will give much valuable information to others, 
telling what they would do if they had the 
plans to make once more. It is the kind of 
material that will make the page attractive to 
idvertisers.—Mac. 





The tariff is the big subject now 
retailers. Kennedy’s men’s clothing stores in 
New England cities have been devoting three 
column, by 12 in newspaper space, to 
warn the public what passing the present pro- 
posed duties on wool will mean in dollars and 
cents to the consumer. Get your retailers to 
interpret the tariff in terms of its effect on the 
public either individually or co-operatively, and 
you have a chance at a ten strike of unex 
pected advertising.—J. M. M 


animating 


inches, 





For sometime we have been getting a 
siderable amount of church advertising, some 
weeks the inches will total as high as 150 
inches, with about 20 churches participating. 
Some he ading was necessary, so we appealed to 
the ministers’ association for about 10 inches of 
copy a week to fill in as a heading—this the 
ministers were very glad to do—they were 
credited and their writings formed out a 
valuable page.—R. M. C. 


con- 


What is the most prevalent form of accident 
in your city—getting hurt by falling down 
stairs, or being run over by an auto or what? 
The local police records or reports compiled 
by our state industrial board would give you 
some very interesting statistics along this line 
and would also tell you what month has the 


greatest number of accidents, etc. Such sta- 
tistics and an accompanying story could be 
used as the nucleus for a page of ads from 
local agencies selling accident insurance. 
F. H. W. 


Our circulation department has been 
successful in a new scheme to get “ 
to push our evening paper. During the busy 
hour, between 5 and 6 o’clock, one of the cir 
culation men goes around the streets and care 


rather 
” 


street-boys 


fully notes the boys who are holding up and 
“leatherlunging”” our paper. After the “‘let- 
down,” this same man goes to these boys and 
distributes “bonus slips’—which when pre- 
sented at the office, entitles the holder to a 
prize of 50 cents—quite a sum to a young 
newsboy.—R. M. C. 





A merchant here used space to advertise the 
fact that he gave a sack of a certain brand of 
flour to a ladies’ church organization the mem- 
bers of which made and sold bread, cakes, etc., 
made from the flour. A prize was awarded the 
lady who received the most for the article 
made from her part of the flour—H. J. W. 


she 


If you prepare the proper kind of copy and 
start a selling campaign immediately there is no 
reason why you cannot sign each of the polit- 
ical parties for a full page ad to run weekly 
until the fall election, Fix up a few sample 
pages dealing with local and national problems 
and present them to the leaders with your 
ideas. That’s a brand new idea. Institutional 
copy for political parties. —H. J 


The automotive section of the Birmingham 
Age-Herald is running a series of pictures of 
automobile license tags snapped on the streets 
by the Age-Herald photographer. One picture 
is inserted every Sunday and is captioned 
“Whose Car Is This? Owner Gets Free 
Spotlight,” and then under the picture is this 
explanation: “The owner of this car, upon 
proving ownership to the automotive editor of 
the Age-Herald, will be given an order for a 
Clymer windshield spot light. One of these 
spot lights, made by the Clymer Manufacturing 
Company of Denver, will be given each week 
for 12 weeks by the Age-Herald to auto owners 
whose license tag is snapped by the staff photo- 
grapher. These windshield spot lights are for 
sale at Birmingham Motor Co. and Drennen 
Motor Co.” Of course, the Birmingham 
Motor Co., and Drennen Motor Co., pay for 
this indirect advertising.—J. E. B 
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| 
There’s a Reason 
Ask The Los Angeles Times 
The 


now 


pen 





Hollister 
conducting 


Organization is 
its third circula- 
tion campaign for the 
Times. 


Los Angeles 


Write or wire for more details of 
the circulation building plan that 
has repeatedly satistied. 










HOLLISTERS CIRCULATION. 
ORGANIZATION 


Largest in the United States 
300 MERRITT Bios, Los ANGeLes,Car. 
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Get Aboard the National Joy Ride 








“GAS BUGGIES” 
AND “DOWN 
THE ROAD” 


and 
Give Your Readers a Daily Picnic 














Metropolitan Newspaper Service 
MAXIMILIAN ELSER, Jr., Gen. Mer. 


150 Nassau St. New York City 














Features by 
Irvin S. Cobb 
Fontaine Fox 
Hugh Fullerton 
Rube Goldberg 
Ed Hughes 
Burns Mantle 


T. L. Masson 
O. O. McIntyre 
Frederick Palmer 
H. J. Tuthill 


and others 


The McNaught Syndicate, Inc. 


Times Building, New York 
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Dollar 


Hearst 
Features 


The World’s Greatest Circulation 
Builders 


International 


Feature Service, Inc. 
New York 
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No Carthage Daily Press Yet 


Carthage (N. Y.) citizens, especially 
the 700 who are said to have subscribed 
for a year in advance for the Carthage 
Daily Press, which was scheduled to ap- 
pear some time in June, are wondering 
when the paper is going to print its first 
issue. R. M. Reichel, who was promot- 
ing and organizing the venture, is said 
to have left town and the only evidence 
of newspaper activity is a cement foun- 
dation for a press that was built several 
weeks ago when Mr. Reichel leased a 
two-story garage building and announced 
that the paper would appear June 10 
or 15. 


New Editions for Springfield Sun 


The Spring? field (Ohio) Morning Sun 
has added a “night edition” on the streets 
at 10 p. m. This is the second new edi- 
tion to be added to the publication, an 
“Urbana edition” for the circulation in 
Urbana, Ohio, having been added recent- 
ly. The “night edition” is the forerun- 
ner of an afternoon edition for local dis- 
tribution in competition with the Spring- 
field News, it is rumored. 


New Home for Baton Rouge Times 


The Baton Rouge State-Times, on 
January 1, will move into a new building. 
( charles P. Manship, editor and manager, 
has just returned from Battle Creek, 
where he closed a contract for a 24-page 
Duplex tubular press. The new building 
vill be 60 x 120 feet in size, two stories, 
ind fireproof. Room will be provided for 
10 linotype machines. As a special fea- 
ture, a room on the second floor will be 
turned over to the department of journal- 


Editor & Publisher for July 15, 


ism of the Louisiana State University 
for use in instruction in journalism. 


Decatur Democrat Changes Hands 


Elmer W. Kampe, local advertising 
manager of the Fort Wayne (Ind.) News 
& Sentinel, has purchased an interest in 
the Decatur (Ind.) Democrat. The 
present owners are John H. Heller and 
Arthur Rk. Holthouse. The paper has 
been incorporated for $50,000: and will 
engage more extensively in job printing. 


Daily Color Section in Worcester 


The Worce ster (Mass.) Evening 
Gazette on July 5 issued the first colored 
comic and feature section, which, it is 
stated, will appear daily in future. The 
Gazette claims to be the world’s first 
newspaper to issue a daily color feature 
section. 


Illinois Staats-Zeitung Resumes 


Under a management including leading 
professional and business men, the Chi- 
cago, Illinois, Staats-Zeitung resumed 
publication Sunday, July 9. Otto Doeder- 
lein, former United States consul at 
Leipzig (Germany), obtained control of 
the paper at a receiver’s sale a_ short 
time ago. 


Dayton News Is Digging 


Excavations for the new 
which will house the Dayton (Ohio) 
Daily News when completed, has been 
started and it is expected that the work 
will be completed within the next eight 
months. 
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| FOR SALE 





an extra color cylinder. 


pages at 24,000 per hour. 
last pages. 


install a Scott ‘ 
interested 


‘Multi-Unit” 


NEW YORK 
1457 eons sone ed 








HOE SEXTUPLE PRESS 


available August Ist 


This Hoe Sextuple Press that we have for sale has two folders and 
It will print a 4, 6, 8, 10 or 12 page paper 
at a running speed of 48,000 per hour and 14, 16, 18, 20, 22 or 24 
Printing an extra color on the first and 


THE BOSTON HERALD, Boston, Mass. 


are using this machine at the present time and it can be inspected 
at their plant for a short time but we need the room it occupies to 
Double Octuple Press and if you are 


GOSS—16-PAGE PRESS 


Delivery August Ist | 
Prints 4-6-8-10-12 or 16 pages | 


Write, Wire or Telephone 


WALTER SCOTT & CO. | 


Plainfield, New Jersey 


CHICAGO 
1441 Monadnock Block 

















SUPPLIES and EQUIPMENT | for NEWSPAPER MAKING 














For Sale , 
Semi-auto plate, seven columns, perfect run- 
ning condition. No further use because of 


change in size of columns. 


Address C-736, 
Editor & Publisher. 





a Newspaper Plant Equipments 
Established in 1912 


Matrices for Sale 

On account of changing our newspaper face 
to a more condensed letter we have on hand 
13 complete fonts of six point Roman with full- 
face two-letter mats. These mats are in abso- 
lutely A-1 condition and will be sold very 
reasonably. It interested please address 
Shenectady Gazette. 





PECKHAM MACHINERY CO. 


MAZBRIOGE SLOG, sith & Sway 
NEW YORK CITY 








Modern Hoe (low down) Press, 
18 pages at 30,000, printing up 
to 36 pages, with plate finishing 
machine. 
Press can be shipped and erected 
at once. 





1 Model B Intertype, 3 Linotypes 


from same plant. 








Take It To 


POWERS 


Open 24 Hours out of 24 
The Fastest Engravers on 
the Earth 


Powers Photo Engraving Co. 


154 Nassau St., Tribune Bidg. 
New York City 





Buy Direct from the Maker 


Steel Equipment 
for 
Newspaper 
Composing Room 


We build a complete line of Cabinets, 
Make-up Tables, Form Trucks, Cor- 
recting Banks, Galley Dumps, Cut 
Cabinets, Metal Trucks, Galleys, Mono- 
type and Linotype Work Benches, 


et 


Tell us your requirements and get our 
prices. 


Chicago Metal Mfg. Co. 


216 W. Ontario St., Chicago, Ill. 














Read and Heed 
EDITOR & PUBLISHER 
Classified Advertisements 





For Prompt Service 


TYPE 
Printers’ Supplies 
Machinery 


In Stock for Immediate Shipment by 
Selling Houses conveniently located 


“American Type the Best in Any Case” 
AMERICAN 
TYPE FOUNDERS CO. 


Boston Pittsbu: Kansas City 
New York Geveead Denver 
Philadelp Los Angeles 





ieteste  Chteeae San Francisco 
ran 
Ric Cincinnati Pertland 
Atlanta St. Louis aero 
Buffalo Minneapolis « 





At Hackensack, N. J., 

two model 5 Linotypes with motors and mats, 
steel type cabinet full of type, 9 x 24 proof 
press, linotype melting pot for gas, single and 
double column steel galleys. Send for list. 
Baker Sales Co., 200 Fifth Ave., New York. 


For Sale 

One 8-page Double Drive Angle Bar Duplex 
20th Century Press with motor all in splen- 
did shape. Full particulars will be furnished 
on request. The Morning Commercial, Vin- 
cennes, Ind. 











NEWSPAPER 


PRESSES 
FOR SALE 


Goss Straight-line Octuple with double 
folder. Page length 23 9/16 inches. 
Goss Straight-line Sextuple with double 
folder. Page length 23 9/16 inches, 
Goss Straight-line Sextuple with double 
former. Page length 22% inches. 
Goss Four-Deck Single-width Straight- 
line Quadruple with single folder. Page 
length 22% inches. 

Goss Straight-line Twenty-Page Press 
with single folder. Page length 21.60 
inches, 

Goss Monitor Twelve-Page Press. Page 
length 21.60 inches. 


For particulars apply to 


R. HOE & CO. 
504-520 Grand St. 
NEW YORK, N. Y. 


7 Water St., 827 Tribune Bidg. 
Boston, Mass. Chicago, Ill. 


Newspaper Press for Sale 


28-page Goss, 12-page Potter, 8-page Potter 
all with Stereotype outfits. Send for par- 
ticulars. Also iron imposing tables, stereo- 


type chases and single tables. Wanner Ma- 
chinery Company, 714-716 South Dearborn St., 
Chicago, Ill. 





Printers’ Outfitters 

Printing Plants and Business bought and sold, 
American Typefounders’ products, printers 
and bookbinders machinery of every descrip- 
tion. Conner, Fe r .» % Beekman St., 
New York City. 








Do You Know What the 
MULTI-MAILER SYSTEM 
Can Do For You? 


Install the MULTI-MAILER SYSTEM 
and here are a few of the benefits you 
will receive: 

Every paper will be mailed fully, legi- 
bly, and correctly addressed. 

Your mail list will be corrected daily. 

Your mail list will be lifted out cof 
the Composing and Galley Rooms and 
placed under the sole control of the 
circulation manager, 

Errors will be made almost impossible. 

Your mail room will be speeded up. 

These iggy one more—may be 
yO 

ALL about the 

MULTI MAILER® SYSTEM. Write to- 
day for full information. 


Speedaumatic 


company 
THE MULTI-» “MAILER SYSTEM 


617-825 WASHINGTON BLVD, 
CHICAGO 














What Is YOUR Subject? 





binder. Sent prepaid on receipt of price. 
Sebject Title of Walhamore Edition Price 


— 7 Accounting Problems 
Wallin, C. PA. (ind.). . +. $1.00 


Administration—-60 Things An Exee sutive 
Show MO ccossasapecasesvessas $1.00 


ooo cece ssoccescoececeos +++-$1.00 


to you in your particular line of work. 





T 
LAFAYETTE BUILDING 





We have compiled, from the best articles, treatises and special contributions past and fie 
issues of The Walhamore Complete Business Service—-and from over 600 magazines and publ 
following SPECIAL WALHAMORE EDITIONS—each loose-leaf, 
New features added to your binder monthly. 


Check off your selections and pin as many Dollar Bills to i yet as you want copies 
of the WALHAMORE EDITIONS—or send money order or check. five 


Money refunded if not fully F caaaed cir 3 Gav eum 
ADDRESS ALL ORDERS TO-——— 


HE WALHAMORE COMPANY, Fulifishere 


lieations, 
up-to-date and complete with doth 


Subject Title of Walhamere Edition Price 
va Taxes—326 Federal Tax Rulings 


smelled Places to Sell Manseeriots. 1.00 
Parcel Post or Mail Order—50O0 Things to 

On WO . cAS i cntcacnmasine seid 1.00 
Salesmanship—72 Ways to Put Across Sales. $1.00 


Lg. ~ 


HILADELPHIA, PA. 
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Introduction to Employer sal Employee 











~ SITUATIONS WANTED 


3c A WORD for advertisements under this 
classification. Cash with order. For 
those unemployed one insertion (adv. not to 
exceed 50 words) FREE. 





Advertising Manager 


Advertising man of 14 years’ experience on 
metropolitan and small city dailies is now 
open for position. Competent executive. Can 
write, lay out and sell advertising. Age 32, 
married and present holding responsible po- 
sition. Prefer Western daily. Address C-731, 
care Editor & Publisher. 





Advertising Solicitor 

Young lady with five ears’ experience in ad- 
vertising soliciting, desires position on daily 
paper. Will furnish reference. C-686, Editor 
& Publisher. 





Advertising Solicitor 


Young man, experienced in successful solicit- 
ing, copy writing and general co-operation 
with retailers in newspaper advertising, secks 
connection, preferably but not unreservedly, in 
or near New York. Experience gained with 
one of a recognized group of Middle Western 
dailies in city. of 30,000. Age 23, college gradu- 
ate, immediately available. C-738, Editor & 
Publisher. 





Auditor, Business and Office 


15 years experience, age 35, married. Thor- 
oughly reliable. Capable of assuming entire 
charge of daily. Employed; available at 
short notice. Salary secondary condition, if 
competence leads to recognition and promo- 
tion. Convincing refeiences. C-710, Editor & 
Publisher. 


Manager 





Chicago Publish 
Young man, 





s, Attention! 

31 years old, served in all de- 
partments of the publishing field, traveled 
entire country, and now willing to shoulder 
responsibility where past practical experience 
will be of value. Most practical experience 
consists of mechanical, especially composing 
room. Studied journalism at University. 
Want connection where loyalty, stick-to-it- 
iveness, honesty and character count. Un- 
derstand management and control sufficiently 
well to know what is a fair day’s work as 


regards production in your plant. All re- 
plies will be treated strictly confidential. 
C-662, care Editor & Publisher. 





Circulator 


Get the business, get it fast and hold it after 
it is gotten is what insures maximum circu- 
lation in the shortest possible time at the low- 
est possible cost. I have a record as a pro 
ducer that will bear investigation. At pres- 
ent I am employed in the capacity of director 
of circulation. Am still young. If you have 
a hard nut to crack and really want to 
crack it, let me hear from you. Box C-745, 
Editor & Publisher. 


Composing Room Foreman 

Diplomatic American executive of many years’ 
experience on New York newspapers and those 
of smaller cities is open for engagement. Can 
improve typographical appearance and handle 
men so as to produce maximum _ without 


friction. Union. C-744, Editor & Publisher. 


Experienced News Writer 

wants position on daily. Seven years in busi- 
ness, 27 years old, college graduate. Knows 
= thoroughly. Roy Parker, 63 B 
rovidence Road, Columbia, Mo. 











General Manager 


Thoroughly experienced and successful news- 
paper editor and manager seeks opportunity 
as general manager of small city daily east 
of Mississippi River. Familiar with best ad- 
vertising and circulation methods and direc- 
tion of all departments. References include 
leading publishers. Address C-747, care Editor 
& Publisher. 





News Man, 


33, with family, seeks position as city editor 
or reporter on small daily. 13 years’ experi- 





ence. Can handle pony reports. Might con- 
sider investment. Address C-733, Editor & 
Publisher. 
Reporter, 


eight years’ experience general and special 
work, late on financial and markets, also some 
desk experience, desires connection in Middle 
West. Age 27, single, no drinker. C-730 
Editor & Publisher. 


Reporting or Advertising Solicitor 

Young man, 22, experienced in both capaci- 
ties wishes ition with small city daily in 
East or Middle West. Excellent recommen- 
dations. Available at once. C-728, Editor & 
Publisher. 


Responsible Reporter 

Thoroughly experienced result ten years’ serv- 
ice. 30, unmarried, speedy, mix well, write 
facts, not down and out. Wonderful record. 
Seeking connection with “live” daily where 
earnest efforts appreciated. C-741, Editor & 
Publisher, 











Young Man 


with ten years’ experience as circulation man- 
ager and assistant on daily publications of 


6,000 to 100,000 circulation is desirous of mak- 
ing a permanent connection with a good daily 
newspaper. West or Middle West preferred. 


Best of references and detailed information 
will be supplied to anyone addressing C-729 
care Editor & Publisher. 





HELP WANTED 


6c A WORD for advertisements under this 
ciassification. Cash with order. 


Exceptionally Good Reporter 
at excellent salary for leading evening news- 


paper near Philadelphia. Write, stating salary 
wanted. Box C-742, Editor & Publisher. 








Managing Editor Wanted 
Man with metropolitan 
wanted for New England daily. Must be 
worker and able to furnish highest references. 
Apply Box C-746, Editor & Publisher. 
Wanted 


Young woman for society 
newspaper near New York. 


newspaper training 





reporter on weekly 
Reply, stating ex 











perience, salary, etc., C-732, care Editor & 
Publisher. 

Wanted 

Reporters to send us business news during 
spare time at good rates of payment. Ad 
dress nearest office. Commercial Service 
Company, Dept. C, 189 W. Madison St., Chi- 
cago. 25 W. 43rd St., New York City. 
Wanted at Once 

Experienced man on telegraph desk. Leading 
evening newspaper in city of 50,000. Please 
give qualifications in letter at once to Box 
C-743, Editor & Publisher. 

Wanted 


Circulation Manager for an evening paper in 


an eastern city of 90,000. The paper has ex 
cellent opportunity for development § and 
needs it. Business will not stand a very sub- 
stantial salary for a year or two but pre- 
sents excellent chance and future for a young 
man who knows how to work, has some 
common sense about circulation ‘development 
and can make good. C-749, Editor & Pub- 
lisher. 





CORRESPONDENTS AND 
FEATURE WRITERS 
6c 


A WORD for advertisements under this 
classification. Cash with order. 

Woman Writer, 

wide experience newspapers 


going abroad wishes to 
for European fulfilment; 
introductions. Address ( 
lisher. 





and magazines, 
arrange assignments 
has good leads and 
>-748, Editor & Pub- 





PARIS DAILY INSURES 
ITS READERS 


Parisien Protects Subscribers 
Against Death or Disability 
from Many Forms of 
Accident 


Petit 


By G. LANGELAAN, 
Paris Editor, Eprror & PusLisHEer 


Paris, June 30.—The Petit Parisien, 
which claims to have the largest circula- 
tion in the world, has followed the lead 
of the principal English newspapers and 
now insures its readers against accidents. 
The paper publishes a coupon, which, af- 
ter being duly filled up by the reader, has 
to be cut in two, one-half being sent by 
post to the newspaper and the other given 
to the local news agent. The first half 
bears the name and address of the reader 
desiring to benefit by the insurance, and 
the second half constitutes an order to 
the local news agent to supply the paper 
regularly. 

Only one coupon need be sent, and the 
reader is covered by the insurance until 
December 31, 1922. In the case of death 
caused by an accident while traveling in 
train or ship, or any public conveyance, 
except an airplane, the next of kin of the 
victim receives a sum of Fr. 20,000. 

The victim of such an accident who 
loses two limbs or suffers very serious 
injury to the eyes also receives Fr. 
20,000, while in the case of total disable- 
ment he receives Fr. 50 a week for five 
years. The tariff for accidents caused by 
vehicles to pedestrians is half the fore- 
going, while other forms of accident are 
covered in proportion. 

That the Petit Parisien, known for 
its sound business management, should 











BUSINESS NESS OPPORTUNITIES 
6c A WORD for advertisements under this 
classification. Cash with order. 





$7,500 Cash for Quick Sale 


account ill health buys established daily 
Hudson River city, within 50 miles New \ork 
Unusual offer; act quickly. Address C-740, 
care Editor & Publisher. 





A $20,000 Business for $12,000 





Publishing and job printing. 11,000 newspa- 
pers weekly being printed. Unlimited possi 
bilities in newspaper field, and a well estab 
lished job business with attractive contracts 
assignable. Net cash profits 6 months of 1922 
$2,277.85 Two cylinders, Gordons, 1 Lino 
type, all new type in series. Casting box, 
saw, everything modern. Ideal location in 
Illinois $7,000 to $8,000 cash required Bal 
ance eas) Accurate details to responsible 
inquirers Address C-735, care Editor & Pub 
lisher 

means Of increasing circulation throws 


doubt on reports such as that which ap- 
peared in the London Economist on the 
unsoundness. of such a scheme, as well as 
take up free insurance of readers as a 
on the rumors that many of the London 
newspapers are already sorry they started 
an insurance scheme, for the directors of 
the Petit Parisien must have made a 
searching examination of the campaign in 
England before introducing a similar en 
terprise on this side « { the Channel. 


HAMPTON GAZETTE CHARTERED 


Massachusetts Daily, 136 Years Old, 
Has Been in One Family 64 Years 


NortHampton;, Mass., July 11.—The 
Hampshire Gazette, whic h has been in 
existence 136 years, printed some in- 


teresting statistics in connection with its 
announcement today that the publishers 
had been granted papers of incorpora- 
tion, with capital of $134,000, under the 
name of H. Gere & Sons. The pur- 
pose of incorporation was stated to be 
permanence or organiatizon. The owner- 
ship by the Gere family began 64 years 
when the late H. S. Gere became 
part owner. 
The history 


ago, 


of 


ownership is sum- 
marized’ as follows: William Butler, 
1786 to 1815, 28 years; William W. 


Clapp, 1815 to 1817, two years; Thomas 
W. Shepard & Co., 1817 to 1822, five 
ears; Sylvester Judd, 1822 to 1834, 12 
years; William A. Hawley, 1834 to 1853, 
t8 years; Hopkins, Bridgman & Co, (J. 
R. Trumbulf, editor), 1853 to 1858, five 
years; Thomas Hale & Co., 1858, one 
year; Trumbull & Core, 1858 to 1887, 
18 years; Henry S. Gere, 1887 to 1899, 
12 years; H. S. Gere & Sons, 1899 to 
1922, 33 years. 


Biddeford Journal in New Hands 


Transfer of the Biddeford (Me.) Daily 
Journal and the Biddeford Weekly Jour- 
nal to the Journal Publishing Company, 
capitalized at $50,000, has been announced. 
Charles M. Prescott retires from active 
management after 42 years as owner and 
publisher, but retains an interest in the 
business as president of the corporation. 
Frank B. Nichols, publisher of the Bath 
(Me.) Daily Times. is vice-president, and 
Julius Mathews, of the Julius Mathews 
Advertising Agency, is treasurer. 





Mexia News Moves and Grows 


The Mexia Evening News has com- 
pleted erection of a new-two story build- 
ing. The building is thoroughly modern 
and represents an outlay of $100,000. 
With its news building, the Evening 
News launches the Mexia Weekly News, 
with DeWitt Lamb as editor. 





New Holyoke Telegram Owners 


The assets and liabilities of the Holyoke 
(Mass.) Telegram have been taken over 
by the Dillon Printing & Publishing*Com- 
pany and publication will be recom- 
mended shortly. 


$10,000 


for first payment on 


newspaper 


an attrac- 


tive property. Penn- 
sylvania and Ohio locations pre- 
ferred. Proposition X. Y. 


C. M. PALMER 


Newspaper Properties, 
225 Fifth Ave. New York 








Unusual Opportunities 


Daily & Weekly 
NEWSPAPERS 


TRADE PAPERS 


HARWELL & CANNON 


Newspaper and Magazine 
Properties 


Times Building, New York 


Established 1910 














WE CONNECT THE WIRES ==> 


I* OUR EIGHTY CITIES, south 

into Florida, west into Mon- 
tana, we have placed our clients 
since January Ist. Most of our 
placements are in the principal 
cities east and middle west, 
Rarely do we pick an easterner 
for a western job, or a northerner 
for the south, The man you 
want is probably in your state, 
perhaps in your own city. Wire 


FERNALD’S EXCHANGE, INC. 
THIRD Nar’. B’LDG., 








Che Waily licbiew 
W. R. KEYSER, Managing Editor 


SISTERSVILLE, W. VA. 


June 





27th, 1922. 


The International Syndicate, 


213. 15 Guilford Avenue, 
Baltimore, Maryland, 

Gentlemen:—We wish to advise that 
we are very well pleased with your 
Hanny Cartoon service. 


The cartoons are making a distinct hit 
and we believe are our most popular 
feature. 

Yours very truly 


THE DAILY REVIEW. 








We can increase your busines— 
you want it increased. 


You have thought of press clip- 
pings yourself. But let us tell you 
how press clippings can be made a 
business-builder for you. 


BURRELLE 


145 Lafayette St, N. Y. City 
Established a Quarter of a Century 











Drexel Charged With Fraud 


Hacerstown, Md., July 10—Requisi- 
tion papers to bring Tedric Stayr Drexel, 
an advertising man, held in New York 
City on a charge of obtaining $100 on 
false pretenses, to Hagerstown, where 
the charge was made, have been sent to 
the New York- authorities. Drexel is 
manager of the Drexel Advertising 
Agency, here, and was formerly artist in 
the advertising department of the ee 
town Herald-Mail. 


ft 
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OVER 
10,000 
DAILY 
AND 
GROWING 


DAILY NEWS 


Passaic, New Jersey 














Dynamic 
Indianapolis, according to 
business analysts, is a mar- 
ket of highest relative pros- 
perity. Increase your sales 
through News advertising 
with the rising business tide 
in Indianapolis. 


Ghe 


Indianapolis 
News 


New York Office: Dan A. Carroll, 150 Nassau St. 


Chicago Office: J. E, Lutz, The Tower Bidg. 
Frank T. Carroll, Advertising Manager. 











Wherever You Are 


in touch with 
at’s why you 


You are anxious to kee 
the news from home. 


ws The 
wittsburg Wtspatch 


and know you get the “Best Always.” 


Branch geese 
Wallace G. Broo 
Brunswick Building, ad York 
The Ford-Parsons Co. 
Marquette Building, Chicago, Ill. 








New Hauen 
Kevister 


is New Haven’s 
Dominant Newspaper 


Circulation over 32,500 Average 


Bought every night by More a, 
Haven people than buy any 
TWO New Haven papers COMBINED. 


New Haven Register 


The Julius Mathews Special Agency 
Boston — New York—Detroit—Chicege 
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INDUSTRIAL 
ADVERTISING 


from non~ regular - 
advertisers for your 
dull days - Re tticulars? 


WRITE os 


OiGene am \Gleamee 


52 VANDERBILT AVENUE 
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UNCHE 


Managing editors and city editors are always on the lookout for news; and 


feature ideas that can be used locally. 
each hunch published under this head. 


worked successfully in your city 


hunches will not be returned. 


‘ow Omaha Daily News has a regular edi- 


torial 


page of open letters to the public 
every Saturday evening, instead of the usual 
topics of the day. This form of editorials 


once every week keeps the public in good 
humor while waiting for the early edition of 
the Sunday papers. The letters are all signed 


Father Omaha, and they are right to the 
point. A few of the best open letters follows: 
“To truck driver of truck bearing the 


license, 1-T-3863-Neb.: I and several others 
saw you last evening when traffic was at its 
highest point stop your truck at 16th and 
Davenport, leave the cab to help those three 
little girls safely across the street to the 
sidewalk. We also noted the remarks you 
made to the fellow under the wheel of the 
Pierce-Arrow car. Call at our office and 
grab our hands, signed Father Omaha.” 
“To driver of Packard car with license 
26-1730-Neb.: You are hereby bawled out in 
public, for causing that young lady in the 
Ford to come to a grinding stop at 10th 
and Farnam last night when you knew she 
had the right-of-way. Jail is too good for 


you. You need bread and water only for 
a ten day’s companion, signed Father 
Omaha.” 


“To conductor No. 467 on Hanscom Park 
car: We all heard you call the streets in a 
plain and pleasing manner last night while 
going to the park. Every street was under- 
stood by passengers just as well as if signs 
had been used. You are one in 10,000. 
Most of your brother conductors use a face 
full of horseshoe tobacco or hot mush while 
calling streets. Accept our congratulations, 
signed Father Omaha.”—A. R. D, 

William Jennings Bryan has been getting 
more publicity from his views on evolution 
than from his views on the deliciousness of 
grape juice. Why not stir up a little interest 
in your community by finding out by means 
of a questionnaire what each minister in your 
town thinks about evolution? The readers of 
your paper will be interested in the different 
interpretations of the ministers in their at- 
tempts to show how evolution and religion 
do not conflict.—D. R. 





Ask the prominent people in your town 
“What was the most striking episode in your 
life?” George Arliss’ greatest moment was 
his first rehearsal. Geraldine Farrar’s episode 
was her rapid fire courtship. Get the people 
to tell something about the episode, rather 
than just mention it.—G. H. D. 


Has there ever been a pushmobile contest 
in your city? A pushmobile is any sort of a 
kiddie vehicle which is propelled by personal 
exertion on the part of some youngster. There 
are plenty of pushmobiles in every city and 
a contest covering speed over a course of a 
city block, most unique pushmobiles, most 
elaborately decorated pushmobiles, and so on, 
would make a tremendous hit with the young- 
sters of your city. You could get local movie 
theatres to donate tickets for prizes and you 
could put up some prizes yourself. All of 
which would add to the prestige of your paper 
as being a paper that does things.—F. H. W. 





The Savings Bank division of the Ameri- 
can Bankers’ Association has begun its census, 
which will cover the whole country, to ascer- 
tain what the total deposits were for last year. 
This is your cue to get and play up the local 
end. You should readily be able to find out 
from local bankers a story of last year, with 
human interest side-lights and data on the 
increase since the idea was started. Children 
everywhere and their parents will find great 
interest in the story. Incidentally, it is ex- 
pected that the total for the country of chil- 
dren saving will pass the million mark this 
year. In 1919-20, there were 462,600 children 
with deposits of $2,800,000. In 1920-21, there 
had been an increase to 802,900, with deposits 
of $4,000,000, showing how the humble penny, 
nickel and dime tucked away counts up. Such 
a story also would have a constructive effect 
in boosting thrift in the community.—J. M. M. 





Are this year’s June brides and bridegrooms 
in your city of an average older or younger 
age than the June brides and bridegrooms in 
your city five, ten, twenty-five or fifty years 


ago? It would be interesting to compare the 
ages, as revealed by the county marriage 
license statistics, of this year and previous 


years and to write an attractive story about 
the reults of this analysis. If the average 
ages now are the same as they were in for- 
mer years then your story can state that in- 
dustrial conditions locally are not postponing 


does no 
Address your contributions to the Huncu Eprtor. 
them and mail them in and receive payment by 


Epitor & PuBLISHER will pay $1 for 
The fact that the hunch is not bewmg 
tbar it from this department. 
hen they appear, clip 
return mail. Unavailable 


marriage ages at all. If the average ages 
now are older than formerly then you can 
state that local folks re taking more care to 
be sure they are right before they go ahead 
than local people formerly did. And if the 
average ages are younger then you can state 
that local prosperity is making it possible for 
people to get married earlier than ever be- 
fore —F, H. W 


No town ‘s beautiful without shade trees. 
Some trees that do well in one locality or one 
kind of soil are not adapted to another, Then 
there is a right way and a wrong way to 
set out and care for trees. You might do 
a grand deed for your local town by finding 
out how the owners of fine trees care for 
them and what kind they have had the best 
success with.—B. F, C. 


During the summer time people are al- 
ways interested in knowing how hot it is and 
in also knowing how hot it was on the same 
day last year, five years ago, ten years ago 
and so on. So if you would include in your 
daily temperature record this comparison with 
former years you would make the daily weather 
much more interesting to most of your read- 
ers during the hot spell.F. H. W. 


The Birmingham Age-Herald is using a 
unique method of creating interest in its radio 
page. Every Saturday morning all boys in- 
terested in wireless are invited to the Age- 
Herald building, where the young radio editor 
builds a receiving set before their eyes, ex- 
plaining every detail as he goes along. When 
the set is completed, a pair of head telephones 
is attached and a drawing held. The winner 
in the drawing is presented with the complete 
set. Great enthusiasm is being shown by the 
scores of youngsters who attend the demon- 
strations.—S. N. S. 


Because a newspaper is generally able to 
get results where the individual citizen fails, 
your readers will swear by you if you run 
a complaint department, Where the nature 
of the complaint permits, publish them under 
that head as they are received, eliminating 
name of complainant. Also call attention of 
persons or officials concerned to the complaint. 
Record should be kept so that proper pub- 
licity may be given to failure of officials to 
follow up complaints, or success in attaining 
object sought.—B. A. T 





At what age should a girl marry? A 
whale of a yarn—humorous, colorful and chuck 
full of human interest—can be built around 
the answers to this perpetual question. Inter- 
view girls, women and old maids. You will 
not only get a good/story, but you can easily 
start a controversy with the readers of your 
paper sending in letters, pro and con. A 
series of special feature stories could be used 
to good advantage with the material afforded 
by the various answers.—F. C. D, 


Figures compiled in a certain city by a 
newspaper man showed that half the marriage- 
able men were married, and but a little more 
than a quarter of the marriageable women had 
gone to the altar, Are men more vulnerable 
to Dan Cupid’s darts than women? Chance 
to work up a good story.—F. C. D. 


What has become of the old fashioned home 
talent show? Every town used to have Hazel 
Kirke or the Heroic Dutchman of 1776 when 
Damon and Pythias wasn’t making a record 
run. Has the silver screen replaced it or 
have persons learned they are not obscure 
actors and actresses. Tell some of shows of 
by-gone days. Use old pictures.—B. R. A, 


An article in the “hunch column” of June 
24, by F. W. H., whose hunch on teachers 
is a good one, but he should have finished 
it. How about the children that these teachers 
teach? That would be of just as much interest 
to the people and might possibly be a whole 
lot more than the teachers. These children are 
in all stages of life. Perhaps some of them 
will take vacations and even travel further 
than their teachers. On the other hand, there 
will be a bunch of boys that will have to stay 
at home all during the summer months, possibly 
taking care of an invalid mother or working 
to pay for his next year through school. A 
feature on the childrens vacation, giving the 
names and address of those who have to work 
during the summer, will catch the eye of busi- 
ness men of your city, thereby helping both the 
child and paper.—A. R. D. 








FIRST IN PUBLIC SERVICE 


* 
The World and The Eve- 
World have a com- 
bined circulation, daily, of 


department and c store 
buyers, and by more retail- 
ers; offer more circulation 
per dollar and a more con- 
centrated circulation; a 
reader and a dealer influence 
more localized than any 
other morning and evening 
combination. 
Advertise in Newspapers 
by the Year. 


She EGAMy siorio 


Pulitzer Building, New York 
Maller’s Building, Ferd Building, 
Chicage Detreit 








Waterloo, Iowa 


POPULATION 36,230 


Waterloo Evening Courier 


AMD WATERLOO Dat acroatss 


A. W. Peterson, General Manager 
RATE Sc FLAT 


Representatives 
STORY, BROOKS & FINLEY 

The circulation figures, totaling over 
15,000, tell a wonderful story for 
Waterloo, and emphasize Waterloo as 
an important and intelligent center for 
national advertisers. e big pcint 
about this circulation of the Waterloo 
Evening Courier is the fact that it is 
absolutely steadfast—8,000 in Waterloo 
and 7,000 outside. Look up the record 
for any previous year, and see if the 
Courier’s circulation has ever ate 
in any year, or ever increased radi 
Just a steady increase. Careful ex- 
amination will show no trace of pre- 
miums, cut rates, or anything else that 
leads in some measure to subscribers 
as a paper which is not their real 
choice. 








The 


Pittsburg Press 


Daily and Sunday 


Has the Largest 


CIRCULATION 
IN PITTSBURG 
MEMBER A. B. C. 


Foreign Advertising Representati 


544 Fort Dearbera 8 
A. J. MORRIS HILL, Hearst Bidg., San 








Perth Amboy, N. J. 


Plants are putting on men. 
Plant managers are opti- 
mistic regarding fut,‘ve. 
Building trades active. 


Evening News 


F. R. NORTHRUP 
35@ Madison Avenue, New York City 
Foreign Representative 
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Pennsylvania 


This great commonwealth offers an excellent trial territory to any 


advertiser who seeks to test the appeal of his commodity to Americans 
of the substantial, discerning kind. 








No other state in the Union can offer a “more ready market” with such a 
tremendous “buying power.” 


| Pennsylvania leads the world in the production of mineral wealth, and 
is one of the first rank states in the production of manufactured goods. 


Pennsylvanians are able to buy and if your product is one that prosperous 


and progressive people should be interested in, you will find them quickly 
responsive. 


The daily newspapers of Pennsylvania reach the buying public oftener 
than does any media possible to use. 


The newspapers named below present an admirable try out list. 


They are leaders in their fields—newspapers of power and prestige, 
thriving on reader confidence. 

















Circula- 2,500 10,000 : Circula- 2,500 10,000 
tion lines lines tion lines lines 
pT eee ee (M) 29,021 .09 .09 Pittsburgh Dispatch ............ (S) 63,767 .22 18 
Se GO oo oa sé Sack we ee dale (S) 16,104 .09 .09 Pottstown Ledger tenet teen eens (E) 1,590 .025 .025 
IS COIN fneecs annec dies (E) 8,066 .04 .04 Pottsville Republican ........... (E) 11,558 .055 .05 
Bloomsburg Press ............. (M) 6,316 .029 .029 Scranton Republican ...........(M) 32,180  .12 10 
*Chester Times and Republican (M&E) 14,752 .065 .05 *Seranton Times ............-.-- (E) 37,701 .12 .10 
Coatesville R ” Se ee ee (E) 5,436 0214 .0214 I I i se hs cw emcee’ (E) 4,888 .021 .021 
*Connellsville Courier ........... (E) 5,652 .0179 .0179 Sunbury Daily Item ............ (E) 3,911 .021 .018 
**Easton Express ...........--.-:: (E) 14,624 .05 .05 *Warren Times-Mirror ........ (E&M) 7,931 036 .036 
**Easton Free Press .........--. (E) 10,460 .05 .05 “Washington Observer and Re- 
OS nee (E) 26,428 08 08 CO. 5a N ae Chae ee 404 4 (M&E) 15,426 .06 .05 
a a ae (E) 36,478 095 095 West Chester Local News........ (E) 11,010 .03 .03 
*Lancaster Intelligencer and News- *Wilkes-Barre Times-Leader ...... (E) 21,234 .08 .05 
+, eee ee eee ee (M&E) 21,867 .08 -08 We DS Hecke Wincweus (E) 16,549 -045 .045 
CE Cah TOME oc cece gewien (M) 6,088 .035 .035 York Gazette and Daily ........ (M) 16,614 .045 .045 
Pittsburgh Dispatch ............ (M) 54,541 -17 15 


Government Statements, April 1, 1922. 
*A. B. C. Publishers’ Statement, April 1, 1922. 
**A. B. C. Net Paid, 12 mos. Ending Mar. 31, 1922. Auditor’s Report 
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WHY: 


EXPECT THE 
IMPOSSIBLE > 


N THE WORKADAY WORLD every one who produces anything to be sold in quantity 
4 to the general public is strongly up against the necessity of establishing a price suf- 
ficient to cover cost of production, including overhead and depreciation, plus a reason- 
able margin for profit. 





Retailers, jobbers and speculators for their own larger profits have talked com- 
petitive conditions so unceasingly that the producer has often been led astray and induced to sell 
at prices which he believed compulsory in order to “‘meet the market.”’ 


Advertising, which has been developed into the greatest force in modern business for 
setting before the public the claims of various products, has too often been distorted by un. 
scrupulous retailers and tradeis to present an offering of pretended bargains, with price as 
the main inducement. 


To those producers who seek clean outlets for their goods, modern newspaper advertising, 
used to its greatest efficiency, offers the direct line of contact with the ultimate consumer, 
free from the embarrassments inflicted by the middleman. 


By direct communication with the advertising manager of a daily newspaper in any 


‘city a manufacturer can secure prompt information regarding names of dealers and probable 


market for his goods that otherwise would require months of time and the expenditure of thousands 
of dollars. 


Newspapers as a rule can establish local outlets for goods in connection with an out- 
lined advertising campaign and will gladly do so. In many cases they can get the local dealers 
to pay one-half of the cost of the local campaign. 


A list of 696 daily newspapers which have their circulations regularly audited by the 
Audit Bureau of Circulations and cover 438 leading industrial centres, with their circulations 
and advertising rates, will be sent by the undersigned on request, free of charge. 


JASON ROGERS 


PUBLISHER, THE NEW YORK GLOBE 
New York, July 12, 1922. 












































